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— with readers of all the newspapers carrying Chimney Sweep ede 


And that’s not counting the Yankees! Your customers get the | a _ — 
message right from 70 of the top-rated, top-circulation Sunday ' ene Units 
and Daily newspapers in your area! And they get it at your peak For Oil and Keros 


Chimney Sweep selling season, Each ad tells the entire, im- CHIMNEY 


portant Chimney Sweep story ... makes each customer heating- 

efficiency conscious! That’s the line-up in back of Chimney | WEEP 
Sweep! Display it up front and lead the league in biggest sales 

ever! *Based on 50,000 average daily attendance. We ton 

RAPID ACTION LIQUID For Oil or Kerosene-Burning Units ae | sal reli i 


Burns up carbon, opens clogged fuel lines e Dissolves sludge, ail ADDITIVE 
clears out gummed-up burners e Cuts cleaning and repair bills : 


DEPENDABLE POWDER for Coal, Coke or Wood Burning Units 


Destroys soot e Cuts fuel waste e Helps prevent chimney fires 


ORDER CHIMNEY SWEEP TODAY! ae perm 


G. N. COUGHLAN CO., West Orange, N. J., Mfr. of Nationally  & Clean and Trouble Free! 


Advertised Frost-Ban Freezer Defroster, De-Moist Mildew Spray and 
De-Moist Air Dryer, Oven Aid Oven Cleaner, Easy-Aid Silver Cleaner 


and SOOT DESTROYER 











PERFECT EDGE, 
UNIFORM CHAMFER — 
cleaner cuts every time. 


GROUND SURFACE — 
far smoother, 

free rolling action. 
Longer life. 


Regardless of model number, 
every Red Devil Glass Cutter 
made this new way is identified 
by white band below blue tip. 


new Nreck 


ee oe SERA PREE 
the secret is 
PERPETUAL FORM CONTROL 


The machines that grind the 
cutting wheels of the new Red 
Devil Glass Cutters adjust au- 
tomatically for wear. This 
means the cutting angle is iden- 
tical on every Red Devil cut- 
ting wheel—a feature never pos- 
| sible before in glass cutters sold 
*' at standard prices. 


& 


=_ ORDERS STS 


co 


ete” 
aa 


SRNR SOR SORT 


LEELA PRR 9S: 


HONED AXLE RACE — 
less friction, 
less drag on the cut. 


NYLON AXLE — 
lubricant impregnated. 


MICRO-MACHINED SLOT — 


prevents wheel wobble. 


EXTRA FINISHING 
OPERATION — 
smoother handle. 


evuy GLASS CUTTER 


obsoletes all previous standards of glass cutter precision...and uniformity 


First to employ new missile-age tooling techniques, Red Devil 
has just placed in operation a completely new glass cutter pro- 
duction facility that obsoletes every hitherto known standard of 
precision in glass cutter wheel manufacture. It employs a radi- 
cally new grinding method proved in close-tolerance grinding of 
critical missile components. Red Devil is first to use it in making 
glass cutter wheels. Words can't tell the difference this technique 
makes ... but users can. Right from the very first cut! 


No increase in price 


By tooling for high-volume production, Red Devil can put this 
rastly improved glass cutter on the market, through established 
suppliers, at no increase in price. 


Better packaging, too! Comes in clear plastic pouch—for carrying in pocket, 
hanging near the work. Protects wheel and axle, helps preserve lubrication. 


Call your jobber now to order your initial stock of these vastly improved cutters. 


World’s largest manufacturer of painters’ and glaziers’ tools — since 1872 





WHEN IT COMES TO LOCKS... 


YALE MAKES IT AN OPEN-AND-SHUT CASE! 


Yale locks and hardware offer a 
double benefit: A completely re- 
designed line, all new over the past 
six years, combined with the old- 
est, most reliable name in locks 
and hardware. 

In addition, Yale makes the broad- 
est line of locks and hardware any- 
where in the world. And its name 
(an aid to security in itself!) is 
known the world over. Millions of 
doors in homes, schools, factories, 


institutions and hotels have been 
secured by Yale locks ever since 
Linus Yale invented the pin- 
tumbler lock in 1868. Each year, 
Yale issues over fifty million keys, 
which secure full lines of door 
locksets, panic exit devices, pad- 
locks, locker locks, auxiliary locks 
and cabinet locks. Yale also manu- 
factures the most complete line of 
door closers in the world. 

For further information on the Yale 


line of locks and hardware, write 
us direct or see your Yale & Towne 
Distributor. Be sure to ask about 
the Yale Special listed below. 
Product of The Yale & Towne 
Manufacturing Company, Yale 
Lock & Hardware Division, White 
Plains, New York. 


YALE & TOWNE 


REG. U.S. PAT. OFF. 


Yale combination padlocks: 
Special back to school promotion 





Every school in the United States 
has a security problem. And the 
biggest part of the security prob- 
lem is the individual student. Each 
has a locker—but is the locker 
secure? 


Yale has the answer: 515 and 516 
Combination Padlocks. Each stu- 
dent’s books and clothing are se- 
cured by a three-number dialing 
system. The combinations are re- 


corded on charts supplied to the 
school. In addition, keying control 
on the 516 puts a master key in the 
hands of the school administration 
and assures easy access to the 
locker for any reason. 


Many hardware dealers are cash- 
ing in on the school boom with 
special efforts to move a system- 
atic combination lock plan into 
the local schools. 


Are you? 


Want more facts? Circle 101, p. 57 
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CUSTOMER PREFERRED 


quality has been proven for 15 years. They are made in USA with 
USA materials; and. ‘they, are available at service-minded 
distributors everywhefe. stOeK up on Southern now. 


Wood Serews - say Bolts 
Machine Screws & Nuts - Tapping Screws 
Carriage Bolts + Wood Drive Screws 


SOLD THROUGH LEADING WHOLESALE DISTRIBUTORS 


SCREW COMPANY 


STATESVILLE e NORTH CAROLINA 


Warehouses: New York - Chicago - Dallas - Los Angeles 


Want more facts? Circle 102, p. 57 
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Display more items in less space 
with ACCO“Complete Line” Packaging 


Designed to make your stocking and selling 
of ACCO Chain and Attachments more profitable 
ACcOo’s new ‘““Complete Line”’ Packaging im- 
proves your chain section four ways: (1) by . 
graduated box sizes, (2) attractive box de- . 
sign and color, (3) easy-to-read labels, (4) _ 
decimal system of numbering pieces in each 
box, (5 or 10 items to the box, 5 or 10 boxes - 
to the carton). e Log chain 
a 
7 
e 
Ss 








Commercial grab and slip hooks 
Clevis grab and slip hooks 
Repair links 

Cotter pins 


These tight-fitting boxes require less shelf Cold shuts 
space, keep their contents clean and new Connecting links 
looking. Each box is clearly labeled as to "Ss" hooks 
size, type, quantity and stock number. Boxes Muy tinge 
and labels are printed in acco’s blue and 
gold colors. For faster turnover, greater profit, build a 

Here are some of the popular products in- chainsection of compact, colorful Acco boxes 
cluded in acco ‘‘Complete Line” Packaging: and cartons. 


cmcron| AMERICAN CHAIN “<° 
AMERICAN CHAIN DISTRIBUTOR 


for complete information about American Chain Division» American Chain & Cable Company, Inc. 
these items, or write York, Pa., for Bridgeport, Connecticut : 
new “Fingertip Facts” Catalog 603, Factories: *York and *Braddock, Pa., *San Francisco, *Chicago (Melrose Park) — resor WE 
which gives full details. Sales Offices: “Atlanta, Boston, *Chicago (Melrose Park), *Denver, Detroit, *Houston 








*Los Angeles, New York, Philadelphia, Pittsburgh, *Portland, Ore. *San Francisco 
*Indicates Warehouse Stocks 
Want more facts? Circle 103, p. 57 
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Editorial 


by W. A. Phair 


The panic is over 


Looking back over the months, it seems to me that while some 
events have not been happy ones, the period was marked by a notable 
maturing of the hardware trade, as far as competitive problems are 
concerned. 


A year ago at this time, the retail hardware trade seemed to be 
in the midst of a panic psychology. The so-called discount house 
had been magnified until it seemed to have the shape of a gigantic 
octopus capable of encompassing the entire retail business. Cries 
of, “this is the end of the independent retailer,” were heard from 
many directions. Too many dealers believed these statements were 
true. 


This confusion and fear on the part of dealers was soon trans- 
mitted to wholesalers and manufacturers. The result was that 
everybody began to look on the discounter as the only hope of the 
future. There was a silly scramble to get on the bandwagon. The 
burial of the independent dealer went almost unnoticed. 


But, as time passed, the panic waned. Dealers found themselves 
very much alive and still in business. Discounters began to squabble 
among themselves. Then there developed a search for acceptance. 


“We are not discounters,” one group protested. “We are mass mer- 
chandisers.” 


The monster, which a year ago was promising to take over all 
retailing, began to shrink in size. The glamour faded. Factory 
credit men became a little bolder in pointing out the poor bill-paying 
habits of some discounters. More and more dealers came to the 
realization that the discounter was just another form of competi- 
tion; no better, no worse than what had been met in past years. 
The early panic was supplanted by careful, objective appraisals of 
the future. The need for changes in selling concepts was recognized. 
The words “store image” crept into the hardwareman’s vocabulary. 
Slowly, but surely, the hardware dealer began to adjust himself 
to the changed conditions. 


Not every dealer, of course, was able to do this. There were some 
casualties. There will be more. But those who have survived the 
past few years, and their numbers are huge, know now that the 
discounter can be met and beaten. There is a new assurance that 
the independent merchant has an important role in marketing and 
when this role is properly played, it is a profitable one. 


In a way, it may be said that the discounters’ appearance on the 
scene was a healthy development. It served to spur the hardware 


trade to steps that should have been taken earlier but which were 
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Editorial 


continued 





delayed because there seemed no reason to rush. The stores that 
have survived the past few years are in a far better position to 
meet the future. Yes, the panic is over and gone. 


The second look... 


“My big market now is the stamp houses and premium people,” 
the manufacturer said. “Hardware wholesalers and dealers are of 
less and less importance to me.” “How come?” he was asked. 


“The stamp people like recognized products, merchandise that is 
known and accepted by consumers. You’ll find my product in hard- 
ware stores across the country. Everybody knows it. With the 
volume I get from the stamp and premium houses, I don’t need the 
hardware trade,” was his explanation. 


This type of thinking comes up with surprising frequency. It 
always leaves us a little confused, because it completely ignores the 
basis on which this stamp house business is built. The stamp houses 
are interested in a product, because hardware wholesalers and 
dealers have put it before consumers across the country. What 
happens if suddenly the hardware trade drops this line? This 
logic seems to escape so many manufacturers. They overlook the 
fact that their strength as a well known brand comes entirely from 
the job done by hardware wholesalers and dealers. They fail to 
recognize that without the hardware trade, their product has no 
value to stamp houses. They persist in clinging to the quaint idea 
that you can kill the goose that lays the golden eggs, and still get 
the eggs. 


This same situation, in various forms, is confronting many manu- 
facturers. They are discovering, with something of a shock, that 
selling discounters and stamp houses has complications. A lot of 
sales managers are having sleepless nights struggling with this 
headache. 


“We don’t pioneer an item. We want to handle only accepted 
brands,” says a leading discounter. This is also the sentiment of 
the stamp house. Too many manufacturers have over-looked asking 
the.simple question of who is going to do the work of getting ac- 
ceptance for their product. The hardware trade has done this in 
the past, but wholesalers and dealers are drawing battlelines. They 
are revolting against doing the pioneering work on a product, just 
so it can move into a discount house. Dealers are beginning to look 
more and more at some of the less well known brands as replace- 
ment for those footballed by discounters. The effects of this will 
be felt with rather painful abruptness by more and more factories 
that still believe they can work both sides of the fence. 


No one can say with assurance what the future will bring. But this 
much appears now: The panic is over. Discounters will, in one form or 
another, remain with us. But they certainly will not capture the 
retail market any more than the chains did. The independent mer- 
chant still has an important role to play, one that has real value to 


manufacturers. Our task for the future is to make certain this 
fact is well understood. 
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“Never a back order... never a shortage 
in over 3 years of shipments from se 


says CHARLES WILLIAMS, Buyer 
WILSON F. CLARK CO. 
SAN DIEGO, CALIFORNIA 








winson f GLAM GO 
a} . by Pi ce 
SAN eg A 
CALE, oe 


National has built a reputation for 
shipping dealer orders promptly 
...accurately...and with no 
annoying back orders. Dealers also 
like our color-coded labels, sug- 
gested by Mr. Charles Williams. 
This makes solid brass hardware 
instantly distinguishable from steel. 


All National hardware is uniformly 
packaged for greater eye-appeal . . . buy 
appeal. Picto-graphic cartons, decimal 
packed for easier inventory control, have 

eo avon a “‘tell-all’” label that shows exactly 
HT bs CANGES . what’s inside. Join the swing to National! 
; whose Visual-Pac line offers you the 
broadest selection of builders’ hardware 
available anywhere in self-service pack- 
ages. Descriptive information is avail- 
able now on this new surface bolt and 
is yours ...just for the asking. Write 

for it today! 


* y * 


NATIONAL MANUFACTURING CO. 


30108 First Ave. Sterling, Ilinois 
Want more facts? Circle 104, p. 57 
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WASHINGTON 
A SUMMARY OF EVENTS THAT WILL AFFECT YOUR BUSINESS 


Coming: Grams instead of pounds? .. . 


It may not be a bad idea for dealers to brush up on the metric 
system of weights and measures. There’s a chance you will be 
using it in the next year or two. A bill now pending in Congress 
and backed by the Commerce Department would authorize a half- 
million dollar study into “practicability” of replacing pounds and 
inches with metric system using grams and meters. Consideration 
of the bill temporarily was blocked by Rep. H. R. Gross (R., lowa) 
who claimed there had been enough studies and it was time to 
decide whether to make the switch. Backers of the metric system 
say it is in use by about 90 percent of the world today. 


Watch labels next year... 


The Food and Drug Administration has decided common household 
turpentine may not be a poison but is at least a “dangerous” sub- 
stance. New FDA rules on hazardous substance labeling require 
turpentine containers to be labeled “danger—harmful or fatal 
if swallowed.” Rules will take effect Feb. 1, 1962. Other substances 
sold in hardware stores which will have to carry special labels 
include kerosene, naphtha, and carbon tetrachloride. Full text of 
new rules is available from Food and Drug Administration, De- 
partment of Health, Education and Welfare, Washington 25, D. C. 


Hardware for survival... 


Family fallout shelters have become big business since President 
Kennedy’s Berlin speech. Outlook is for sustained upswing in sales 
of shelter-building materials and survival equipment to keep in 
them, including tools, food containers, lighting facilities and heat- 
ing and ventilating equipment. Civil defense officials say approved 
shelters cost $200 to $7000, and range from basic wood and sand 
basement shelters to elaborate underground rooms with complex 
air filtering systems. While many home-builders will be offering 
shelters as integral part of new homes, many do-it-yourself home- 
owners are building their own. 


Tighter wage-hour controls .. . 


The Labor Department is getting tough about new wage-hour 
laws. Dealers who are caught paying sub-standard wages to em- 
ployees will have their names published in government press re- 
leases. Announcements will show name of store, amount of back 
wages due employees and exact nature of violation. Up to now 
names of wage law violators have been kept secret. Labor De- 
partment officials say drive is aimed to ha‘ting employers’ care- 
lessness in obeying new minimum wage law by focusing public 
attention on abuses. 
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aves | EXTRA 22% PROFIT? 


CRESCENT HERE'S HOW EASY IT IS... 


at amare of these 


two groups of fast-turnover CRESTOLOY 
wrenches, with colorful FREE display rack... 


poz a CNP1 PEGBOARD RACK 
Sa 2acl4— 4” 3018 — & 





*3.80 *5.60 2 AC1I6 — 6” 3 AC110 — 10” 
ae - | 2 AC112 — 12” 


CND1 DISPLAY PANEL 
20014 — 4” 3 AC18 — 8 
2 aCl6 — 6” 3 AC110— 10” 

2 AC112 — 12” 


this famous CNP1 


10” CRESCENT UTILITY PLIER ABSOLUTELY FREE! 


@ Quick Positive @ Won't Slip Even 
Adjustment Under Severe Loads 

sat @ Stronger Than Any 
Four Positions Other Utility Plier Made 
Grips Like a Pipe @ Thinner Than Any 
Wrench Other Utility Plier Made 





’ 
HERE’S HOW HT For either display you pay only . 
ADDS UP T0 You sell the tools for 


You make a normal profit of i 
EXTRA CASH PLUS ... OR AN EXTRA 22% PROFIT! 


IN THE the bonus Crescent Utility Plier AND YOU KEEP THE HANDSOME 
REGISTER with a retail value of : CRESCENT TOOL DISPLAY 


FOR YOU TOTAL PROFIT .... $17.14 FOR A LIFETIME OF SELLING! 











29° * ° Ree CBR Bee we 
This offer expires October 31, 1961 . . . so order your JJ Crescent Tool Company, Dept. HA8 LU) est, el FE UE 
CRESCENT TOOL DISPLAYS ' NOW! Jamestown, N.Y. cach, CND1 DISPLAY 
(Offer also good on Crescent’s line of AT wrenches. A Seen: vty send ge - got ayn - PANELS 

: ( . alo | % extra-profit __ 
Write for details.) 5 beans Conscone Ueility Piiess ( fens Plier with ond (] CHECK ENCLOSED 
Display board ordered. ) [) SHIP C.O.D. 


CRESCENT TOOLS > Mail TO 


Name .. 


Cive Wings lo Morte mmm? —- eae | 





Crescent is our trade-mark, registered in the United States and e 
abroad, for wrenches and other tools. Sold by <p oy distributors e 
and retailers everywhere and made only by 


CRESCENT TOOL COMPANY, JAMESTOWN, N. Y. cs. ae) fe) FY ee Pe 2 oe 2 ee 
Want more facts? Circle 105, p. 57 
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HARDWARE BUSINESS 


. 


0K 


TRENDS AND FACTS TO HELP YOU PLAN FOR THE 


Boost for 


1962 economy... 


The new measures taken by the administration in face of the 
Berlin crisis are expected to speed-up the business recovery. Quick 
delivery of the requested funds for defense build-up is likely; the 
money will probably be put to use by year’s end. Combined with 
regular recovery forces now favorably at work, this greatly increas- 
ed defense spending will add much to the 1962 economy. A higher 
employed labor force, increased industrial activity and a general 
improvement in the business atmosphere can be expected. 


No foundation for inflation... 


Optimism 


There’s some talk of possible inflation, but most economists in 
government and industry discount it. These economists feel that 
even though the upturn in business was more vigorous than ex- 
pected, it will not prompt management or labor to push for un- 
reasonable prices or wages. Best reason: Manpower and industrial 
capacity to produce is still in abundant supply. Washington is 
keeping close scrutiny on this; will most likely apply pressure at 
first hint of wage-price spiral. Policymakers will crack down if 
necessary. 


replacing caution .. . 


Indications are that consumers will be in a better buying mood in 
months ahead. Skittish buying attitudes caused by the recession 
are disappearing; being replaced with optimism. First promising 
signs came in June. Retail sales at $18.9 billion were highest in 
seven months; consumer installment credit purchases for appli- 
ances, and other big ticket items rose by $53 million. Three factors 
provide a solid base from which further gains can be expected: 
These are record high personal incomes, reduced consumer indebt- 
edness, and increased consumer savings. This all adds up to the 
prospect of good sales this Fall, and into the holiday gift and 
toy season. 


Next quarter: Less selling days... 


12 © HARDWARE ACE, August 24, 


How to sell more goods in less selling time is a problem facing 
dealers in the fourth quarter this year. October, November and 
December have a total of 76 selling days, compared with 77 in the 
like quarter last year. In addition, October has one less Saturday 
this year. The difference is slight, but for dealers working close 
to last year’s volume, every day, especially Saturdays, is important. 
Many of these dealers have already begun plans to offset the loss; 
are putting extra effort into promotions for the period. Hopes are 
that good promotion plus continued economic expansion will more 
than offset the loss of selling time. 


... Turn to page 94 for more news of How’s the Hardware Business. 


1961 


FUTURE 





* Watch 
‘ PINCOR 


> for Something 
1 NEW in ‘62 


@ Yes... something new and different is coming in the 1962 

Pincor line! And it will be unique in design, quality and per- 

formance just as the 1961 Pincor Mowers are. Dealers found 

—— this year’s Pincor models to have enthusiastic customer accept- 
ance with competitive pricing and highly profitable turnover. 

N That is why we say WATCH PINCOR! You will see the new line 

‘ and get all the details at the coming National Hardware Show— 


WY and in the September issue of this magazine. Be on the “‘look- 
out’’ and remember: “You'll Profit More With Pincor” in 1962. 





In 1961 PINCOR offered YOU: Unsurpassed Quality, Durability, 
permemenes and a Complete, Reeapoenee, Profitable Line! 





MODEL P5521, 21”, DeLuxe self-propelled reel, 
2 H.P., Recoil or Impulse Starter... Also avail- 
DeLuxe self-propelled reel. Trims oon te We ere. 

closest. Remote handle controls. 3 
H.P., 4-cycle engine with snap starter. 
Safe, all-steel front grass catcher. 





MODEL P622-HS, 22” DeLuxe 
Rotary, 3 H.P., Impulse or Recoil 
Starter, Finger-tip Height Adjust- 
ment. Available also in 19” size. 





NEW VACU-MOW JET ROTARY 


Vacuum cleans lawn as it — 4 | ‘ _ 

ae ee i Ags) a a MODELP8I17-E, 17” ElectricRotary 
mote handle controls S "- f/f A Be Gear Drive. 1% H.P., with Adjust- 
Finger-tip height adiust- | ws | Roe OD gs o. able Cutting Heights. Also avail- 
nal 3 HP. oath im- 7 *"fe | << gam able in Model P817-EB, Belt Drive, 
pulse starter. 6 models 20” ‘ SN sv 1 HP. 

to 24”, 3 self-propelled. 








There’s A Nationwide Network of Pincor Authorized Service Stations 
Pincor-trained mechanics offer a complete mower and engine service throughout the United States and Canada 


— ELECTRIC - POWER TOOLS 
ELECTRIC M 
GASOLINE 
GENERATING 
ENGINES PLANTS | - le: 
ea. 





Manufactured by PIONEER GEN-E-MOTOR CORPORATION 5840 wW. Dickens Ave., Chicago 39, II!. +» Telephone BErkshire 7-4100 
Want more facts? Circle 106, p. 57 
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MERCHANDISING 


newsletter 


A REPORT TO HELP YOU MAKE BETTER LONG RANGE PLANS 


DON'T LOOK FOR ANY INCREASE IN CO-OP FUNDS. The trend is more likely 
to be downward. The stepped-up activity by the Federal Trade 
Commission in scrutinizing co-op allowances and pricing has 
many suppliers pulling in their horns. Though completely honest, 
some are afraid of being hauled in for misinterpretation of the 
rules laid down by FTC and in some federal statutes. Look for 
some long-standing "arrangements" to be shelved. There will be 
more standardization of promotional "extras." And in the interin, 
there will be quiet. 
































MANUFACTURERS ARE IN A QUANDARY, WITH A BIG NUT TO CRACK. "If we're 
going to sell discounters, what pricing standard shall we use?" 
they ask. Feeling of many Suppliers: Discounters are here to stay; 
must be recognized as a market factor. A clearing of the air is 
likely, with definite trends in sight: First, no sales to other 
than recognized distributors. Second, sales to all comers on same 
volume=price basis. Many leading firms hold to anti-discount 
policy. Others, perhaps most, will sell to all. Thus larger 
dealers may buy on same basis as discounters. A restatement of 
functional discounts also a likely outcome of thisS grappling with 
a new merchandising octopus. 



































DEALERS KEEP TABS ON TREND DEVELOPING IN MIDWEST. Some dealers 
there are inserting their promotional broadsides into local 
newspapers. Seem to have more impact this way. Stores testing 
this idea find it economical and effective. Cost, while a bit 
higher than ordinary mailing in some cases, is much less than 
comparable ad space in paper itself. Some newspapers naturally 
cool to idea, but a retail advertising authority goes on record 
in saying: "The practice will grow." 





























IT'S OBVIOUS, DEALERS ARE LEARNING DISCOUNTERS' METHODS. Sophistication 
creeps into pricing policies. Earlier panic reactions to dis- 
counters giving way to knowledge that price "image" in shoppers’ 
minds can be formed with just a few hot special items. The slack 
is taken up by less well known but staple items at full markup. 
You'll see a lot more “image-pricing" in broadsides this Fall. 
Branded housewares likely will be the leaders. And studied efforts 
will be made to learn where to draw the line: How few items can be 
cut to create a bargain image to hypo traffic? 
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) EVERYTHING 
to make homes warm and cozy . 


MORTELL weatherstrip Products 


FOR WINDOWS: 
WoLD 


the famous “Fingertip” weath- 

erstrip that comes in rolls 

just like ribbon—goes around 

window edges or cracks in a 

jiffy—stays where you put it— 

comes off only when you want ee: | 

Naulker gasket or plugger, Also in JUNIOR BOX, enough for 1 or 2 
upper—1001 uses in homes breezy windows. 48 Jr. Boxes packed 12 
factories, places of business. boxes per Counter Display Box. Stock No. 


. JR-48. Shipping wt. 16 Ibs. (ORDER BY 
Available in BARGAIN BOX  Yoursellingprice $16.68 siippinG CARTONS OF 48 JR. BOXES 


for the customer with 5 or 6 Your cost 11.12 ONLY.) 
windows to seal. 12 boxes in Your Profit Your selling price $13.92 
Shipping Carton. Stock No. (50% markup) $ 5.56 Your cost 9.28 
B-2. Shipping wt. 25 Ibs. (Retail $1.39 per unit) Your Profit 

(50% markup) $ 4.64 


FOR DOORS: (Retail 29 per unit) 
FOAMFLEX MotwtD 


DOORSTRIP-For the profit minded AUTOMATIC DOOR BOT- 
dealer. Most widely advertised— TOM. Brand new from Mortell 
nationally recognized leader. Has and a sure sales winner! Here's a 
exclusive offset design that guar- natural wood automatic door 
antees tighter, quieter closing— bottom that’s real easy to install. 
keeps cold out—keeps heat in. Can be painted, stained or var- 
Closed-cell vinyl foam permanently nished to match any door. Made 
bonded to Ponderosa Pine mould- with closed-cell vinyl foam bond- 
ing. Two 7 ft. Igths., one 3 ft. Igth. ed to sturdy Ponderosa Pine 
plus nails and instructions. Easy to fully automatic spring an 
install. Fits even warped doorframes. Keeps cold out, keeps heat ~ 
Packed 12 sets in handsome self- Can be installed in minutes 
selling display carton that takes only No sharp corners. No “tinny” 
inches of floor space. A sure best- bright parts Stock just one 
seller and a big-profit item. Ship- size. Fite any inside or outside, 
ing wt. 9 lbs. Stock No. F-1. right or left hand opening door 
up to 36 inches wide. FREE 
COLORFUL DISPLAY CAR- 























Your selling price $27.48 

Your cost 16.49 

Your Profit (66%4% markup) $10.99 TON with each 6 unit pur- 
(Retail $2.29 each) chase. Shipping wt. 8 Ibs. 
MORTEX Stock No. MB-3. 

DOORS TRIP-—the standard Econ- Your selling price $17.88 

omy doorstrip. BIG VALUE—LOW Your cost $10.73 

PRICE! Closed-cell vinyl on Ponde- Your Profit (66%% 

rosa Pine can't absorb moisture, markup) $7.15 

can't freeze—stops winds, drafts, , 

rain, sleet, snow. Two 7 ft. Igths., (Retan $2.98 each) 

one 3 ft. Igth. plus nails and instruc- 

tions. Individually packaged. Comes 

in self-display, self-sell floor carton 

with 12 consumer units per carton. 

Shipping wt. 8% Ibs. Stock No. M-2. 

Your selling price $22.68 

Your low cost (12 Set Display) 13.61 

Your Profit $ 9.07 
(Retail $1.89 each) Kankakee, Illinois 

Want more facts? Circle 107, p. 57 
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Casy perforated 


3 
2 board fixtures . . . com- 
plete line of 149 popular 
consumer-tested self-lock- 
ing fixtures for both 4%” 
and %” board. 
3 
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hei Og STRATED CATALOG AND PRICES UPON REQUEST 
| sm ode : Products sold through leading wholesalers 
BBB porwr beste 


ae i | faa MERCHANDISERS de- 

i le 4 i signed to assure high , 
turnover. Up-To-The- 

Hic E Minute packaging for , 

—— Go self-service mass mer- 
TT ade a chandizing is one of 
Hie EB p many reasons for the 
= —_ 


rowing demand for [NCORPORATED 
ie fa urnbuckles’ hardware 
Za Wa 
) Bia of 


and bright wire goods. 
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MICHIGAN CITY, INDIANA 
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New from Johns-Manville! : | 











Makes “Do-it-yourself” painters look professiona!! 


JOHNS-MANVILLE’S BRAND NEW 
DISPENSER helps amateur painters 
get the neat, finished look of profes- 
sionals ... makes masking faster, 
more convenient for do-it-yourselfer 
and professional alike. The special 
serrated edge cuts J-M Dutch Brand 
Masking Tape straight across for 
masking in tight corners. And the 
dispenser keeps the tape fresh and 


clean right down to the last foot... 
helps assure straight, true lines. 


YOUR CUSTOMERS WILL LIKE the 
way J-M Dutch Brand Masking Tape 
itself performs, too. It grabs in- 
stantly and holds tenaciously ... yet 
strips clean. What’s more,J-M Dutch 
Brand Masking Tape is so thin it 
prevents paint build-up... assures 
better looking jobs every time. 


’ 
a. 3 
aek, 
,- a 


Ow 
e 


() 
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J OHNS-MANVILLE 


DUTCH BRAND TAPES 


Get the complete story on J-M Dutch 
Brand® Masking Tape in the handy, 
new dispenser (in smaller packages, 
too!) from your Dutch Brand Dis- 
tributor. Or write Dutch Brand Di- 
vision, Johns-Manville, Box 359, 
New York 16, N. Y. In Canada: Port 
Credit, Ont. Cable: Johnmanvil. 


JOHNS -MANVILLE 


PRODUCTS 








Cel-O-Glas No. 
800 CW—Finest 
flexible window ma- 
terial available. | 4- 
mesh galvanized 
wire heavily coated 
with clear acetate 
plastic. 





R-V-Tex Protective 
Covering 600 X 
— Black on one 
side, aluminum on 
other. Double-thick 
polyethylene film 
reinforced with 4” 
mesh Fiberglas. 


x 


R-V-Lite Alumi- 
num Mesh 700 W 

—Two layers of 
heavy acetate plas- 
tic fused over 4 x 4 
mesh rustproof, cor- 
rosion-proof alumi- 
num wire. 


R-V-Lite Vinyl 
Plastic Sheeting 
No. 15V—Heovy- 
weight crystal clear 
plastic, tough, 
waterproof, highly 
flexible. 





R-V-Lite Green 
Cotton Mesh No. 
100 C —Green 
twisted cotton %4” 
mesh, bonded be- 
tween layers of 
clear, tough acetate 
plastic. 


R-V-Tex Fioor and 
Carpet Runner— 
Lies flat, won't curl. 
Embossed underside 
grips carpet. Deep- 
embossed pattern 
traps more water, 
snow and dirt. 


ARveY CORPORATION 


W/4 


3500 N. Kimball Ave., Chicago 18, Ill 





R-V-Tex Protective 
Covering 500 X 

—Clear poly- 
ethylene film rein- 
forced with %4” 
mesh. 


Storm-Lite Storm 
Window Kit No. 
24 SL—Each kit con- 
tains clear poly- 
ethylene sheet 36” 
x 72”, fiber mold- 
ing strips, nails, At- 
tractively pack- 
aged. 


R-V-Lite gives you 
the best products, the 
best prices . . . and 
the best advertising 
and sales aids to 
bring in customers 
and ring up sales. 
Check your stocks of 
R-V-Lite, order from 
your jobber now! 








PICTURE CONTEST 


ENTER EARLY! 
ENTER OFTEN! 
WIN $$$ 


$300 1st PRIZE 


2nd 3rd 
$30 prize 2" $50 baie 
$25 each, 4, 5, 6, 7th prizes 
$10 each for the next 20 prizes! 


Get out your camera! Take a picture 
showing any R-V-Lite material in use — 
send it in to Arvey—that's all you do! 


Here's the easiest contest ever! No essays to 
write — no jingles to complete — no “box tops” 
to send in! And look at the big-money prizes 
you can win. Get started now—enter as 
often as you like. When you sell R-V-Lite 
materials or coverings, just ask the customer 
how he plans to use it, get his address — then 
take a picture of the R-V-Lite material in use. 
It's as simple as that You not on'y make a 
tidy profit on the R-V-Lite sacle—but your 
picture could be the one that wins that juicy 
$100 top prize. Read the few simple contest 
rules below — and send in your entries: 


PICTURE CONTEST RULES 


1. Any R-V-Lite dealer or jobber salesman 
is eligible. 

2. You may enter as often as you like, but 
each entry should show a different appli- 
cation of R-V-Lite materials. 

. Each picture entered must be identified 
with dealer’s name and address, name 
and location of installation, and type of 
R-V-Lite material shown. 

. ate can be any size larger than 242” 
x 3! 

. All entries must be sent directly to oery 
Contest, Arvey Corporation, 3500 N 
Kimball Ave., Chicago 18, Ill., and be- 
come their property. None will be re- 
turned. 

. Contest closes November 30, 1961, and 

all entries must be received ot Arvey prior 
to midnight that date. 
Entries will be judged on the basis of in- 
terest of application of R-V-Lite materials, 
workmanship of installation, and photo 
quality. 

. Arvey Corporation will be the sole judge 
in determining winning entries. 








Want more facts? Circle 110, p. 57 A 


18 © HARDWARE ACE, August 24, 1961 Want more facts? Circle 111, p. 57 > 








PYREX WARE 


PYREX Gourmet Casserole with Candie Warmer. Big enough 
for family, attractive enough for guests. White dish smartly 
decorated in gold. Clear cover. 
Pieces 
item Per 
No. | Description| Size 


Gourmet 
56 Casserole 


Retail Price 
Each Case 


Approx. 
Case| Wt/Case 


242 Qt.| 2 | 12 Ibs. | $6.95 | $13.90 


PYREX Deluxe Buffet Server with Twin Candle Warmer. Strik- 
ing red dish and clear cover are both decorated with shining 
&.\d leaves and berries. 
Pieces 

Per | Approx. 
Case |Wt/Case 


Retail Price 


tem 
No. | Description | Size Each Case 


Deluxe Buffet 


95 Server 242 Qt.| 2 | 15 lbs. | $6.95 | $13.90 





PYREX Hostess Casserole with clear cover. Comes with handy 
brass mounter. Ideal cook-and-serve casserole. 


Pieces 
item Per | Approx. 
No. | Description| Size |Case|Wt/Case 


Hostess 
5 Casserole 


Retail Price 


Each Case 
14% Qt.| 4 | 17 Ibs. on 


$11.80 


PYREX Zodiac Casserole with Deluxe Candle Warmer. 12 

Zodiac symbols, in gold outline, encircle the dish. Clear 

cover displays sparkling gold ‘‘sun.’’ 

Pieces 

item Per | Approx. 

No. | Description| Size |Case|Wt/Case 
Zodiac 

57 Casserole 


Retail Price 
Each | Case 


242 Qt.| 2 | 12 Ibs. | $7.95 | $15.90 


PYREX Golden Pine Casserole with Brass Mounter. Lovely 
white dish and clear cover have matching designs of bright 
gold pine cones and pine needles. 


Pieces 
Per | Approx. 
Case} Wt/Case 


item 
No. | Description 


Golden Pine 
54 Casserole 


Retail Price 


Size Each Case 


2 Qt. 2 | 12 Ibs. | $5.95 | $11.90 


PYREX Empire Scroll Casserole with clear cover and sturdy 
—— mounter. Practical in the kitchen, pretty on the 
table. 


Pieces 
item Per 
o.| Description | Size 
Empire Scroll 
52 Casserole 


Retail Price 
Each Case 


Approx. 
Case |Wt/Case 


142 Qt.| 4 | 17 Ibs. | $3.95 | $15.80 


PYREX Royal Serving Dish. Two-in-one divided dish in rich 
royal blue. Clear cover decorated in gold. Gleaming brass 
cradie with walnut handles. 


Pieces 
Per | Approx. 
Case} Wt/Case 


Retail Price 


Description | Size Each Case 


Royal 
53 | Serving Dish|142 Qt.| 2 | 13 Ibs. | $4.95 | $ 9.90 





FALL and CHRISTMAS SELLING AIDS 





ALL THESE DISPLAYS FREE T0 YOU! 


Four foot aluminum Christmas Tree with 3 dozen 
assorted ornaments. #CD-46 


Dimensions 


Length: 44” 
Width: 18” 
Height: 42” (less header) 


This lovely tree will highlight your 
PYREX Window or Counter display. 


SPARKLING 
CHRISTMAS TRE 
WITH 

ORNAMENTS 

RETAIL VALUE $8.25 





HERE'S HOW 10 GET YOUR FREE 
DUT LAT WEED cmmcemercenament 


free display offer #1 


free display offer #2 


free display offer #3 


Purchase only 1 case each of the seven Pyrex Fall 
and Christmas Gift Items and any 7 cases of basic best- 
selling Pyrex Color Ware Gifts. (14 cases Minimum.) 


RECEIVE FREE! 


Pyrex Gift Center Display Fixture (#0D-45). 
AND! 

Sparkling four foot aluminum 

Christmas Tree with 3 dozen assorted 
Christmas ornaments (#CD-46). 


Purchase only one case each of the seven Pyrex Fall 
and Christmas Gift Items. 


RECEIVE FREE! 


Pyrex Gift Center Display Fixture (#0D-45). 


Purchase only 3 cases of Pyrex Fall and Christmas Gift 
Items (your choice) and any 4 cases of basic best-selling 
Pyrex Color Ware Gifts. (7 cases Minimum.) 


RECEIVE FREE! 

Sparkling four foot aluminum 
Christmas Tree with 3 dozen assorted 
Christmas ornaments (#CD-46). 





NATIONAL ADVERTISING 


to be read 147 MILLION TIMES‘ 


FALL CAMPAIGN: 


(Standard Pyrex Color Ware Gifts) 


LADIES’ HOME JOURNAL September Issue Full Color 
McCALL’S October Issue Full Color 





7, 


eel mm itinisl-i me lallelasst-lilels 
see your PYREX WARE Distributor or write to: C. J. Eygabroat 
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makes it easy 

for your 
customers to 
match colors with 


fnnts-all 


TONE COLOR SELECTOR — NO GUESSING, NO INTER-MIXING! 








90 DECORATOR TONES 
“TAKE-HOME COLOR CHIPS 








INT MERCHANDISING 


A COMPLETE RANGE OF 30 BASE COLORS THAT 
PRODUCE 90 GLORIOUS DECORATOR TONES 


EVERY paint tinting job! EASY to sell... EASY to use Chrome Yellow Medium New Rose 
... EASY to stock! The BRAND NEW color selector $2 wochre Lavender” 
with “take-home” chips shows the 90 beautiful color Raw Sienna Spring Green 
tones without guessing. Sheffield TINTS-ALL is the eat ar a cometh Light 
ONE answer to ALL color paint problems! Tints any Cocoa Green Medium 
paint such as Oil Bases ... Alkyds... Latex... Acrylics bb — 
...P.V.D. Finishes and others. Available in tubes oan Black 
and in bulk cans. Burnt Sienna 
Venetian Red Blue 
Tangerine Prussian Blue (Phthalo Blue) 
American Vermilion Wedgewood Blue 


Sh tt [ =1- 10) 4 =e) VN Ono) -1-10)-7 -Galel 
S Im Gilli -i ic tale mic me @lalle 


Want more facts? Circle 112, p. 57 


HARDWARE AGE, August 24, 1961 © 23 





ONE IS THE FASTEST SELLING ? 


The bulb on the right— Westinghouse New Shape Eye 
Saving Bulb! Sales figures for 1960 show it’s the coun- 
try’s fastest selling bulb . . . retailers prove that it out- 
sells old-style bulbs by more than two to one. Proof 
that New Shape Bulbs look better, light better . 
will sell better right from your display. 

Doesn’t it make good sense to get your share of the 
profits from this best seller? Carry and display the full 
line of Westinghouse New Shape Eye Saving Bulbs. 








You also get a premium profit (16% more) on every 
bulb that you sell. 

New Maximum Profit Plan! Whatever size store you 
have (or brand you carry), there’s a Westinghouse 
Maximum Profit Plan that will help boost sales of all 
bulbs for your biggest profit potential yet! bye 

For more information call your local authorized 
Westinghouse Lamp Agent or nearest Westinghouse 
Lamp Division Sales Office. You can be sure .. . of at’s 





Westinghouse 


Westinghouse Lamp Division, westingnouse Electric Corporation, Bloomfield 2, N.J. 


Want more facts? Circle 113, p. 57 
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Featured above are two of the new line of high performance Jacobsen power mowers. . . and their durable, 
functionally styled MARLEX components—(1) grass catcher, (2) grass chute, (3) cowling, (4) wheel hub 


Tough, lightweight parts of MARLEX* 
increase sales appeal of 
Jacobsen reel and rotary mowers 


Jacobsen Manufacturing Company of Racine, 
Wisconsin, chose components made of MARLEX 
high density plastic to dramatize the superior 
performance . . . and add increased sales appeal 
to their new line of high performance power 
mowers. 

On reel mowers, grass catchers thermoformed 
from MARLEX sheet are lightweight, tough, 
and more durable. They will never rust, rot, or 
tear . . . should normally last the life of the 
mower. On Jacobsen rotary mowers, discharge 
chutes, wheel hubs and engine cowlings of 
MARLEX—functionally styled with integral 
color—offer the same advantages of resistance 
to abrasion, toughness, freedom from rust and 


long service life. Engine cowlings of MARLEX 
have the added advantage of protecting hands 
from accidental burning. 

Alert retailers recognize the increased sales 
appeal of Jacobsen power mowers .. . in part due 
to their use of MARLEX. There are many other 
attractive and functional products using these 
superior plastics—fertilizer spreaders, furniture, 
rope, tote boxes, trays, dishes, ice cream freezers 
. . . housewares and sporting goods. Because of 
outstanding physical properties, MARLEX items 
have extra sales appeal . . . can be either rigid or 
flexible. They are tough, colorful, light . . . un- 
affected by most acids, alkalies, oils, greases, 
rust, rot, heat and cold (250°F to —180°F). 


*MARLExX is a trademark for Phillips family of olefin polymers 


Look for the MARLEX label! It’s your assurance of durable, high quality, faster selling products. Be 


PHILLIPS CHEMICAL COMPANY 


Bartlesville, Okiahoma 
A subsidiary of Phillips Petroleum Company 
Want more facts? Circle 114, p. 57 
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ANDROCK ANDY says: 


ANDROCK 


HARDWARE 


TRAFFIC STOPPING DISPLAYS 


suggest reasons 
for buying 














CHEN RANGING 








EYEBOLT ASSORTMENTS 
No. 113 Machine Thread, 


No. 111 Lag Thread 





Customers are reminded of jobs that need doing... 
serve themselves to the hardware needed. Hard- 


ware sales — and profits — reach new heights 


with these Androck Panel Assortments. 


Display the complete Androck quality line of wire 


hardware with the famous bright zinc finish. 





ar : SCREW EYES & HOOKS 


ASSORTMENT No. 542CP 


ANDROCK — MADE BY THE WASHBURN COMPANY, WORCESTER, MASS., 








IoowcarTe ANCHOR 











Sv BOUTS. 


FITS PIPES, CONDUITS, CABLES and TUBES 








mr ne 


ANDROCK HARDWARE 


AORST tm Quanity 
ih since hag eam 


Live F inva that Famous! 


Te 
© tai Somme ae 


81 years of American manufacturing experience 
Want more facts? Circle 115, p. 57 
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AND ROCKFORD, ILLINOIS 








TURNBUCKLE 
ASSORTMENT 
No. 100 


— BOLT 
ASSORTMENTS 


| No. 575... Standard 
No. 576... Long Bolts 





Pick a pack of 


archery profits 


New blister packs — quick-sale priced 
to boost your archery volume 





Bolt“©annows 
These bright new display 
packs make archery equip- 
ment easy to stock, easy to 


see and easy to sell. 


Each convenient set is pro- 


tected with a hard shell, 








pilfer-proof plastic blister 
on a colorful display card. 
Equipment inside is packed 
and backed by Ben Pearson, 
Inc., world’s largest manu- 


facturer of archery tackle. 


BULLSEYE ARROW DISPLAY 


(No. 202): 6 colorfully crested 
arrows — shafts painted full 


Best of all, these impulse- length, bullet points, plastic 
index nocks. Minimum order 


sale sets are priced pocket- 12 packs. $2.50* | 


book perfect for youngsters 


and beginners. 


Decide now to take profit- 
able advantage of the boom- 
ing archery market. Write 


for further details about 








these and other fast turn- 





over archery products. 
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ARCHERY SET 


3 Sa SOON CE ig ty 





























JET ARCHERY SET JET, JR. ARCHERY SET 
340): 4’ solid Fiberglas (No. 342): 46” Fibergias bow, 
1 Port Orford Cedar 4 Port Orford Cedar Arrows, 
anima target ace leather armguard, tab, animal 
ruction booklet. Minimum target face, instruction book- 
3 packs or in multiples let. Minimum order 3 packs 
$7.95 or in multiples of 3. $9.95* 


*Less usual discount 


EASY TO DISPLAY... 
NO FLOOR SPACE NEEDED 


Self-selling blister packs suspend from display 
pegs or hooks... make an eye-catching display. 


“GEN PEARSON 


eS. eS 
PINE BLUFF, ARKANSAS 


" WWipete Lully Sipe tC A b6 fol WCE 
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Griffin 
SABRE SAW 
=]e-\a) == * 


—_—_ — 


® WOOD CUTTING ® METAL CUTTING 
® FIT ALL POPULAR SAWS 
® HANDY PACK 








Just what you need to get a greater share of the 
fast growing Sabre Saw blade business. High SPECIFICATIONS 





quality wood and metal cutting blades. Metal 
: TEETH 
cutting blades are specially heat treated for NO. PURPOSE PER INCH 





fast cutting and long service life. Blades are 
specially designed to fit all popular sabre saws. 306 Wood Cutting 6 





Convenient multi-purpose package...two 310 Wood Cutting 10 
blades in a ‘‘Tulox’’ sleeve pack. Ideal ‘“‘self- 





sell’’ packages for bin, counter or peg board 318 Metal Cutting 18 
display. Griffin blades are priced right, pack- 





aged right, designed right and the profit is 332 Metal Cutting 3? 








right for you. 





G. W. GRIFFIN COMPANY -:-Franklin, New Hampshire 


THE BEST IN BLADES SINCE 1880 
Sales Representatives - JOHN H. GRAHAM & CO. INC., 105 Duane St., N. Y. 8. N. Y. 


Want more facts? Circle 117, p. 57 
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ALCOA LOADS 
THEM UP 
WITH 10 MAJOR HOUSEWARES PROMOTIONS! 


Here’s what Alcoa gives you: Ten 
tested and proven ideas that sell 
your stock! Traffic-building “‘satu- 
ration” radio spots in key market 
areas! Two full-color pages in the 
magazine your best prospects 
read! Buy-appeal commercials on 
Alcoa’s popular network TV show, 
“Alcoa Presents’! Colorful pen- 
nants and counter cards—the 
works—to establish you as “‘head- 


quarters” for houseware products 
and information! 

SEND TODAY 

FOR YOUR FREE 

PORTFOLIO of Alcoa’s Market- 
Maker promotion materials. 
Write, wire or phone .. . or simply 
clip the handy coupon at right! 


Aluminum Company of America 
1646-V Alcoa Building 
Pittsburgh 19, Pa. 


Please send me a 1961 Market-Maker 
Planning Guide ... to help me sell 
more houseware products than ever 
before! 
eS 
SCAR a ie 
SS ee 
Ordered by__ 














iisieciacdnelibiiiees 





ALUMINUM COMPANY OF AMERICA 


For exciting drama watch ALCOA PRESENTS every Tuesday evening... ABC-TV 


Want more facts? Circle 118, p. 57 
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YOUR SAVINGS START 
THE DAY YOU BUY! 


AMERICAS LOWEST 
PRICED* TILTS! 


FORD 
TRUCKS 





| 


Popular Ford Tilt Cab trucks outsell all the 
others . . . and for good reason! Ford’s C-600, 
for example, is priced* from $155 to $360 below 
all comparable makes. And this price advan- 
tage is just the beginning of your savings. 

Ford’s new Big Six provides 6-cylinder econ- 
omy plus the dependability of heavy-duty, 
exclusive-truck engine design. In independent 
tests, simulating typical stop-start city delivery 
work, Ford’s Big Six was pitted against the 
major competitive Six of the same size. The 
certified result: Ford Trucks gave 13.5% better 
gas economy! Also, Ford recommends 34% 
fewer service operations on this engine in 
25,000 miles of customer operation. And this 
Big Six is only one of three engine choices in 
Ford C-600 trucks—including America’s lead- 
ing truck V-8’s. 

Your savings continue because the Tilt’s 
compact 82-in. bumper-to-back-of-cab dimen- 
sion permits longer, higher capacity bodies 
within a given overall length. Ford’s set-back 
front axle design allows more weight to be 
carried on the front axle for greater payloads. 


Want more facts? Circle 119, p. 57 
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And for time-saving maneuverability, Ford’s 
C-600 requires as much as 10 feet less turning 
diameter than nontilt competitive cab-forwards 
or conventional trucks. 


*Based on a comparison of latest manufacturers’ 
suggested retail prices 


—— 


P-100 Parcel Delivery Series for maximum loadspace, 
minimum overall length with a walk-in body. Standard 
223 Six engine may be equipped with ‘‘economy” carbu- 
retor for added fuel savings. Maximum GVW is 5,000 Ib. 
These Stripped-Chassis models are available with 96- or 
102-inch wheelbase for special custom bodies with 6- to 
9-foot loadspace length. 





: 
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New Econoline Van has 4-foot-wide double doors at curbside and 
rear for easy access to load—cargo floor is flat for the full length. 
And this modern cab-forward unit gives as much as 80 more cubic 
feet of loadspace in nearly three feet less length than conven- 
tional half-ton panels. Best yet, it’s priced* at least $312 less than 
popular conventional panels, and it can cut your operating ex- 
penses by $100 or more in a 16,000-mile year. 


FORD TRUCKS COS! 


SEE YOUR FORD DEALER’S “CERTIFIED 
ECONOMY BOOK" FOR PROOF! 


G~ G2 wh, 
FORD DIVISION, A ri Mc lor R mpany, 
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WEAR-EVER “MAGIC-KOTE” FRY PAN 


No butter, oil, grease needed. 
SE $6-95* retail 


10%-Inch Size .... a etal 
Free Wooden Spatula Included 


WEAR-EVER “MAGIC-KOTE” GRIDDLES 


Nothing sticks, rinse and wipe clean. 
104%x10%-Inch Square retail 
12'\4-Inch Round retail 

Free Wooden Spatula Included 


Make money 
like magic 
with Hew Wear-Ever always has the quality 


women want in cookware. These new 


utensils, double-coated with Du Pont 
OD Tefion, are no exception. So go with the 
winner, go with Wear-Ever. 


Call your Wear-Ever representative to- 


T'eflon-coated day; or write to: 


Wear-Ever Aluminum, Inc. 
New Kensington, Pa. 


cookware 


e Double-Coated Instead of Single-Coated 


© Hea vy-Duty, Non-warping Aluminum *slightly higher in West x a eh 





Want more facts? Circle 120, p. 57 


32 © HARDWARE AGE, August 24, 1961 

















j 
“. .With the NEW MOTO-MOWER SNOW THROWERS 


A big new 20” Self Propelled unit and a rugged 15” 
push model give you the right equipment, at the 
right price for every prospect. The many outstand- 
ing features make them ideal for home use, factories, 
apartments, hotels, motels, shopping centers and 
many other applications. Ask your MOTO-MOWER 
distributor for full details. 


MOTO-MOWER SNOW THROWERS are HOT PROFIT makers for cold weather 


Turn chute full 180° with this easy- All weather shroud keeps engine Chain driven impeller with centrif- Skid can be easily adjusted to best 
to-reach handle control — throws and carburetor at best operating ugal clutch provides automatic  heightor reversed to provide a blade 
snow up to 25 feet in any direction temperature in cold weather. Rug- overload and impeller protection | edge for hard snow or sidewalks. 
on self propelled unit. ged impulse starter. with no load starting. 


VvOTO-NOWER, INC. RICHMOND, INDIANA A Subsidiary of the dC Dura Corporation 


Want more facts? Circle 121, p. 57 
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L « Place your Contest Order for 2 cases of 
Butcher’s White Stripe Wax and 1 case of any 
other Butcher product, before Oct. 13, 1961. 


he © & 


> Display and promote Butcher’s White 
Stripe Wax for at least one week during the 
contest period (Sept. 1-Nov. 1, 1961). 


3 » Send usa photograph or other evidence 
of your White Stripe promotion, with Official 
Entry Blank. Only one entry per store. 


Winners will be selected by an independent 
judging organization on the basis of original- 
ity and effectiveness of their promotions. Con- 
test open to independent dealers who are 
members of Butcher’s Approved Dealer 
Association. If you are not a member, send 
coupon at right. Membership is FREE. 


Want more facts? Circle 122, p. 57 
34 © HARDWARE AGE, August 24, 1961 











SPORTY NEW 1962 VOLKS- 
WAGEN CONVERTIBLE. SMART, CONVENIENT, 
ECONOMICAL. THE WHOLE FAMILY WILL LOVE IT! 


A separate prize awarded in 
each of three regions. Three 
magnificent 1962 R.C.A. 
Victor Console Color TV Sets. 


25 awards in each of three regions. 
Seventy-five fabulous REGINA TWIN 
BRUSH ELECTRIC FLOOR POLISHERS! 


A HANDSOME “HANOVER” WRIST WATCH WITH 
GENUINE SWISS MOVEMENT. Complete with 
alligator band and 
one-year guarantee! 


i. 

3 

7 Reh 
a> 


' Gentlemen: 


4 ies, cy Pi 4 
J |= CAN % 


Wi 


Se I a ES 


sa Rs De co , 
3 2m Gao oa 


For the retail praliy in every store where a Ist, 2nd 
or 3rd prize is won, Butcher will award a CASH 
BONUS equal to 10% of the retail value of the 
prize won. This will be divided among the clerks. 


CONTEST ENDS NOVEMBER 1, 1961. 
ENTER NOW! SEE YOUR BUTCHER’S 
WAX DISTRIBUTOR SALESMAN 
FOR FULL DETARS. 


mm we ee a SR ie a 


APPLICATION FOR MEMBERSHIP. IN BUTCHER'S APPROVED 
DEALER ASSOCIATION (NO CHARGES OF ANY KIND) 


The Butcher Polish Co. 
183 Commercial Street 
Malden 48, Mass. 


Please send me details on membership in the Butcher's 
Approved Dealer Association and Butcher's Fall 1961 White 


| Stripe Wax Contest. 


m NAME 


yes 
y 





STORE NAME 
ADDRESS 
CITY 








ZONE STATE 
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sands twice 


as any Other sander at Its price 


“epien., 


Bound to be a big seller! Greater wood removal capacity than sanders costing twice as much, 
thanks to Weller’s new heavy duty reciprocating motor. Full 5” stroke—14,400 strokes a 
minute—and big 26 sq. in. sanding plate get jobs done fast. Trouble-free, too. No brushes, 
commutators or metal bearings to wear out. Safest sander on the market. No exposed metal parts that 
can be energized. No electric shock hazard. 3-wire grounded power cord. UL approved. Guaranteed 
for 1 year. Order now from your wholesaler. Weller Electric Corp., 601 Stone’s Crossing Rd., Easton, Pa. 


Pre-sold for you in: 


a : ‘ —SS y : ; 
Sands with grain. Gives Goes all the way into cor- Knob fits either side for 
right or teft hand 


smoother finish than disc ners. Recessed housing 
or orbital type sanders. for sanding plate access. use and sanding fiush. Popular Science and Popular Mechanics 


Want more facts? Circle 123, p. 57 
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PAIGE 


DOWN! 








ON PETERS NEW 
PREMIUM-GRADE “SP” SHELLS — 


It’s the simple law of supply and demand. When the price comes down ona 
hot item, volume skyrockets. And that’s just what’s happening on Peters pre- 
mium-grade ‘‘SP’’ shells. They're available now in all 12 gauge high-base loads 
for only 15¢ more per box than ordinary high-base shells. @ Shooters are de- 
manding this amazing shell...and for good reasons. The improved gas 
sealing of the amazing new ‘‘Power Piston’’ wad means faster, more power- 
ful game-getting patterns. The slick, translucent body speeds up 2 gun's 
action, and there are no more wasted shells or jams caused by scuffing or 
swelling. The more you order, the more you'll sell! 


PETERS “HIGH VELOCITY” PETERS “HIGH VELOCITY’ PETERS “HIGH VELOCITY” PETERS “VICTOR” 
LONG RANGE SHELLS CENTER-FIRE CARTRIDGES 22 CARTRIDGES FIELD LOADS 


PETERS packs the7power! 


PETERS CARTRIDGE DIVISION, BRIDGEPORT 2, CONN. O06. u.5. oat.ont 
“High Velocity” and “Victor” are trademarks of Peters Cartridge Division, Remington Arms Company, Inc. 


Want more facts? Circle 124, p. 57 
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This label on 
the flexible pipe 
you buy means 
years of 
trouble-free 
Service. 


Hi-fax* is a new and improved plastic pipe resin pro- 
duced by a Hercules exclusive process. By all existing 
standards, pipe made with Hi-fax, high-density poly- 
ethylene, is far superior to plastic pipe made with other 
types of polyethylene. It is approved for applications in 
home, farm, and industry—for drinking water service— 
for everything from irrigation and sprinkler systems to 
electrical conduits and air conditioning systems. Its high 
strength and improved characteristics give it a life ex- 
pectancy exceeding other pipes used at the same rated 
working pressures. 

Seamless Hi-fax flexible plastic pipe does not crack 
under stress. It resists corrosion. It doesn’t pinhole. 
Cutting is easy and a wide range of fittings permits 
almost any type of joining with plastic, steel, or copper 
pipe. It is amazingly light—easy to handle, ship, and 
store. One man can readily handle a 44-mile coil of 4” 
Hi-fax pipe. It saves money in initial cost, freight, and 
installation costs. 

Hi-fax flexible plastic pipe offers new profit oppor- 
tunities for you. Ask your hardware supply company for 
complete information. 


MADE WITH 


HERCULES 


hi-fax’ 


HIGH-DENSITY POLYETHYLENE 


CORROSION-RESISTANT 
DURABLE - STRONG 
LIGHTWEIGHT 


Manor Corporation produced this single length of 2” Hi-fax 
flexible plastic pipe, more than % mile long, for installation 
at the Craighead County Fairgrounds, Jonesboro, Arkansas. 
It replaced a soft polyethylene pipe, completely eliminating 
a water loss of 2% gallons per minute. 


* Hi-fax is the trade mark of Hercules Powder C ompany for high-density polyethylene. 


HERCULES POWDER COMPANY 


Hercules Tower, 910 Market Street, Wilmington 99, Delaware 
Want more facts? Circle 125, p. 57 A 
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2” Each can 


- CO/or card! 


Wis | 
tt 1S @ trademark owned by Master 6°" 


— = “ronte Ponder # Co, Inc. catumet C1 


is itsown : 


ches color 4 


M2® Powder Co, inc. ©?" 


or 





master BF 


SPRAY 
METALLIC 


These cans represent an 


ple Exclusive... Completely New Concept 
in the aerosol paint industry. 


The idea of color image on the entire package, which 
through its simplicity, achieves the ultimate in self- 
selling and appeal, is a premier performance of the 
well-established BROMA quality line. 


Mr. Dealer, participate and prove to yourself the fantastic con- 
sumer selling impact of this exclusively developed packaging 
concept. 


NEW RETAIL PRICE $1.39! 


FOR A LIMITED TIME ONLY... 
HERE IS A SPECIAL DEALER OPPORTUNITY ASSORTMENT: 


BROMARAMA SPECIAL consists of 18 colors in a 36 can Assort- 
ment with free counter and/or floor merchandiser. 
3 Cans FREE — Pay for 33 and receive 36 

RETAIL VALUE (36 Cans) $50.04 


O 
457 DEALER COST (33 Cans) _27.52 
© DEALER PROFIT "22.52 


Order today from your nearest distributor, or write for his name to: 


Waster. Ubronye Ce-voler 


ae CITY, ILLINOIS i ‘ ty 





maginative Distinctive faxclusive ttractive Welf-selling 


Here is a new, exciting and original innovation to help you merchandise BROMA SPRAY ENAMELS. 


Imagine this distinctively different . . . colorful display in your store — on the counter or on the floor. 
It’s so beautiful and unusual that your customers cannot help but stop, look and buy. 





— 
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NOW!... 


your customers can 
select their favorite 


COLOR a+ « GLANCE! 





18 Sparkling and Beautiful Colors BROMARAMA SPECIAL - consisting of 36 cans of 


OPEN STOCK (15 0z. can) ALL COLORS soma sys 1 ea. #109 Bright Yellow 


2 on. @108 Cleese Matic 3 ea. #110 Modern Fiat 

ea. Black 

31.39 RETAIL 2 ea. #102 Leaf Gold 2 ea. #111 Coppertone 
less 40°%/ Dealer Discount 4 ea. #103 Refrigerator 


Packed: 6 cans per ctn. Wt. 7 Ibs. White 5 on. oan rank 
4 ea. #104 Universal Black 1 ea. # Light Blue 
BROMARAMA SPECIAL 3 ea. #105 Chinese Red 1 ea. #114 White Lacquer 
Consists of one cin. - 1 ea. #106 Majestic Biue 1 ea. #115 Black Lacquer 
Combination Shipper & Display 1 ea. #107 Medium Gray 1 ea. #116 Zinc Chromate 
Wt. 42 Ibs. 1 ea . #108 Forest Green 1 ea. #117 Flat White 


Here are some typical dealer preview comments: “Finally, something new on aerosol paints to get more business.”’ 


“Congratulations to you fellows at Master Bronze—this e | a o. ofe 
a oa eng e p «ral add ge display once a week and 
stop, look and buy spray cans on impulse 


Mosk Tionge POWDER COMPANY, INC. 


Form BE-61 


Calumet City, Illinois, U.S.A. 





Hardware Age 


feature articles 





Aug. 24, 1961 Vol. 188, No. 4 


= — a 





Can you sell 


MORE hardware? 


Try supermarket techniques 


Today’s competitive conditions cause dealers to look for best 
ways to sell their merchandise. Here’s one way: 


copy the best of supermarket techniques. 


In these days of competition 
with discounters, with chain and , | —_ : ; 
variety stores diversifying into , _ we ~~ i Sith 
hard goods’ lines, many hardware —  ~ , eS | a a = menage" 
dealers consider how they can sell : » * 
more hardware. There are lots of 
ways to speed up the cash register. 
Here is one way to get more sales: 
Copy successful sales techniques of 
other retailers. 

T. H. Dingle is no young upstart 
trying to upset the hardware in- 
dustry with new, untried ideas. But 
Mr. Dingle has found that trying 
new approaches to merchandising 
problems is a basic way to survive 
and grow in this era of fierce com- 
petition. 

Since 1908, when this dealer : ie 
started helping out in his father’s ———— 
hardware store, the face of hard- Dingles: The hardware supermarket. 


HARDWARE AGE, August 24, 1961 © 41 





Can you sell MORE? 
(Continued) 


ware retailing has changed terrifically. 

Mr. Dingle has been changing, too. He has tried 
to stick to the successful ideas that have made strong 
competitors out of weak ones. This has been a never- 
ending program. 

The current outlook at Dingles Hardware, Coeur 
d’Alene, Idaho: 

“Take a page out of the supermarket operator’s 
handbook. Three facets here are outstanding and most 
urgent for application by us hardwaremen,” Mr. 
Dingle says. 

“First, we need space for in-store display. We need 
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room for special setups, frequent changes, handling 
ease, and good signing. 

“Second, we have an urgent need for more promo- 
tion. This applies to normal advertising and to point- 
of-purchase promotion from within. The latter is too 
often neglected,” Mr. Dingle says. 

“Finally, I’m convinced that we dealers can no 
longer get along on just hardware. We have to flex 
our muscles in new lines, based upon a firm founda- 
tion in hardware, of course.” 

Mr. Dingle and his partner, son-in-law Carter 
Crimp, are succeeding with their methods. Despite a 
poor local economy recently, laid largely to a mine 
strike and a generally sluggish state of business af- 
fairs, the store’s volume keeps climbing. 

Some of the increase in sales at Dingles is credited 
to an improved and enlarged store. A major fire a 
few years ago forced Mr. Dingle to move out of the 
building he had used for 24 years. 


a 





After a nine-month relocation, this dealer moved 
back into the old store, now greatly improved, and 
enlarged to 10,000 sq ft of selling space on the main 
floor. The basement level of 10,000 sq ft is split in 
half between stockrooms and a display area. 

The boost in space gave Mr. Dingle the elbow room 
he needed to match the supers in display format. 

“In most supers, shoppers see huge displays of 
special items. And there are big signs promoting 
these specials. When a customer sees four cans of 
fruit juice at 93¢, he often has no way of measuring 
how good a value is represented. But he’s impressed 
by mass display and the psychology of a big sign. 
He buys. 

“There’s nothing to prevent us from doing the same 
‘hing. And we can use the same type of signs. These 
are the informal ‘talking’ signs that look like they 
have been dashed off quickly on a piece of wrapping 
paper to spotlight an overnight special. 


WESTINGHOUSE © 
fees tM Fpesd F 


Supermarket assets: Wide aisles, full-to-brim 


“Then there’s advertising,’ Mr. Dingle says. 

“Supers are on a regular schedule. They get their 
trade used to looking for ads of certain size and at 
certain times. 

“We spend a little more than 2 percent of gross 
sales in advertising on a regular basis. And we go a 
few steps further. Four times a year we join the 
price promotions of our retail hardware group. 

“Also, we make good use of a service that alto- 
gether too many dealers ignore. That is, we make 
maximum use of the small brochures put out by most 
manufacturers. I select a number of them to mail 
out with statements every month. I Jam as many as 
I can get into each envelope without exceeding the 
weight limit. 

“In addition, we hand out little kits of these bro- 
chures with merchandise as customers check out,” 
Mr. Dingle says. “Productive? You bet they are! 

“Demonstrations also come under the heading of 


fixtures, and heavy use of supplier displays and signs. 


@ Dealer Dingle drops product brochures into packages at checkout. 
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Can you sell MORE? 
(Continued) 


advertising. Many suppliers have demonstrators to 
offer us. We use as many as we can get. 

“Last Fall, for example, we had housewares and 
portable electric tools on back-to-back demonstration 
for a continuous period of live activity. I hope to 
keep such demonstrators active at a rate of about 
two a month. 

“We give demos window space, props, and news- 
paper ad backing. And they are traffic magic! This 
can be as true for hardwaremen as for super market 
operators.” 

What about trying new product lines? 

“Baby goods are a good example,” Mr. Dingle says. 

“Of course, this is a non-hardware line, but it is a 
basic in the buying of most married couples. And if 
supers can sell hand tools, I can sell rubber panties 
and toy animals. There’s another reason. 

“We carry about $5000 in a regular toy inventory. 
That figure is boosted heavily at Christmas. After 
the holidays, toys are still good, but not good enough 
to require a full time employee for them. Here’s where 
baby goods come into the picture. 

“Baby needs have been set up next to toys in our 
basement display area. The two sections keep one 
salesgirl continually busy. 

“We also have a bargain basement display setup 
on our lower floor. It provides steady movement of 
items we reduce for clearance,” Mr. Dingle says. 

Other ideas that work for supermarketeers help 
Dingles sales to grow. 

“We use banks of four-deep fluorescent lights run- 
ning the length of the store. Customers won’t buy 
what they can’t examine without eye-strain. 

“We use many display fixtures and signs supplied 


Signs like these, dashed off on wrapping paper, 
give supermarket flavor. 


by manufacturers. And all of our displays are wide 
open and piled high for the mass merchandise appeal. 
Aisles, too, are as wide as in any supermarket, and 
they funnel traffic to two checkout stations,” Mr. 
Dingle says. 

Mr. Dingle has not let his years stand in his way. 
He is not operating the cracker-barrel type of store 
that might be so much easier and comfortable for a 
50-plus year veteran of this business. 

Result? He is busy and he’s happy, and he is mak- 
ing money. He, and his 11 co-workers, are giving 
Coeur d’Alene highly satisfactory hardware shopping 
facilities through using the best of supermarket tech- 
niques. —End 


Slow seasons in toys are bolstered by big volume in baby goods. 





Hardware still comes first 


by B. A. Simmons 
Dealer 
Bradenton, Fla. 


When I broke into the hardware 
business as a young fellow we had 
to sort of learn a trade. 

It wasn’t exactly like getting to 
be a plumber where you had to 
work a definite number of years as 
a helper before people would hire 
vou. But somehow, sometime, you 
did have to get to be a “hardware 
man” before your wages amounted 
to very much. 


Actually, you had to be a kind of 
semi-carpenter-plumber to get a 
good job. When I started in busi- 
ness for myself I had a hardware 


After considerable experience in 
the hardware business working for 
other dealers, in 1948 B. A. Sim- 
mons decided to strike out for hin- 
self. There had never been a hard- 
ware store at this location in 
Bradenton before, so some thought 
that Simmons Hardware & Paint 
was locating too far out from town. 
However, after 12 successful years 
Mr. Stmmons is still at the same lo- 
cation, with a considerably larger 
store. With both the area and the 
business growing, the future looks 
so promising that his son is now 
in the business to carry on, if and 
when Mr. Simmons may want to 
take it a little bit easier. 


in my store! 


Times are changing and things are much different 


from my earlier experience. But ’'m changing too, 


and I’m finding the changes are for the better. 


store. I added some plumbing sup- 
plies which was the start of the 
“general store” that I now operate. 

Another thing we had to do, or 
thought we did, was to keep things 
where customers couldn’t get their 
hands on them, especially the small 
items. 

No matter what you were doing 
at any time, you sort of kept your 
eye on the people in the store. You 
just never knew when someone 
might put something in his pocket. 

Most of the stock was on shelves 
in back of the counter, in the back, 
or in show cases, some of which 
were locked. But not today. 

You seldom see a show case any 
more. Almost everything, even 
small expensive items, is out on 
counters for the customer to pick 
up and pay for. I really don’t think 
people are more honest now than 
they used to be. We just trust them 
more. While we may lcse a little by 
theft, we sell so much more, and 
need so much less help, that we 
make more money. 

Probably Woolworth, with his 
five and ten, was the granddaddy of 
the cafeteria style of store selling. 
He made a fortune out of letting 
people wait on themselves. 

Another thing that has changed 
is the number of pieces of the same 


item that are sold. 

Back in the early days, if a cus- 
tomer wanted some screws, for in- 
stance, you counted out how many 
he needed, put them in a bag and 
charged him for what he got. But 
not now. 

If a man, or a woman, or even a 
youngster wants a few screws, you 
don’t get the number he wants out, 
put them in a sack and just charge 
him for them. You hand him a box 
with more screws of that size in 
than he’ll probably ever use, take 
his money and ring it up on the 
register. 

This is especially true of the do- 
it-yourself fellow. If he wants a 
washer, he gets a dozen on a wire 
safety pin. 

Then take the matter of deliv- 
eries. There was a time when the 
hardware store had to deliver quite 
a number of items that were too 
heavy to be carried by hand. 

While some items still have to be 
delivered, it is usually because it is 
a two-man job like a refrigerator. 
The automobile manufacturers 
probably didn’t have us hardware 
men in mind when they started put- 
ting big trunks in cars. They gave 
us quite a lift, just the same. 

Every time I see a customer lug 

(Continued on page 84) 


HARDWARE AGE, August 24, 1961 © 45 











General lines and type of construction of many nearby 
new homes are repeated in Arrow's modern facade. 











There’s volume in home improvement items all around you, 


and you can get these sales easier than you would think if you... 


Try ringing doorbells 


The doorbell rings in a modest California ranch 
house. Mrs. Jones, still fairly new in the community, 
dries her hands and goes to the door. 

“Have you had time to think about new draperies 
lately,” a persuasive but inoffensive young man asks. 
Or, perhaps, “if children cutting across your lawn 
are a problem, you'll find our fencing the answer, 
and at prices within your budget.” 

This is not the sales routine for a house-to-house 
agency. Nor is it some ordinary home improvement 
firm trying to drum up new business. 

This is the putside sales approach of an aggressive 
hardware dealer. 

And outside sales among dealers are growing. The 
rate is not fantastic, but is becoming more and more 
a healthy, new way to gain new business at full 
margins of profit. 

Such activity in home improvement items has 
reached $12,000 a month for Arrow Hardware, Orange, 
Calif. That amounts to more than $140,000 a year 
in outside sales. 

Co-owners Frank Valdez and Larry Souza, realizing 
the sales potential in a community of almost all newer 
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homes, have made outside sales of home improvements 
the biggest part of their total store volume. 

Two outside men sell draperies. Another man con- 
centrates on awnings and fencing. This is the entire 
outside selling force. 

Inside, home improvements are pushed by store 
personnel from a special display area in one corner 
of the 7000 sq ft store. 

The outside men keep hustling, mainly because they 
are on a strict commission basis. “Our commissions 
are good, with the clear cut understanding that we 
will pay for the best as long as we get the best from 
each man in return,” Mr. Souza says. 

The fastest moving outside item is custom draperies, 
yet, a relatively small amount of inside stock is kept 
on hand, a maximum of $1000 at retail. 

All work in making up the drapes is done on a 
contract basis with a local custom drapery maker. 
The store’s salesmen need only concern themselves 
with fabrics and styles, and have the ability to measure 
properly. 

Customer incentive to buy is heightened with high- 
grade premiums. For example, customers get a no-cost 





stainless steel cutlery set with each purchase of 50 
yd of drapery material. If a whole house is contracted 
for in the drapery transaction, usually averaging 
around $300, the customer gets a free 45-piece, quality 
plastic dinnerware set. 

Since women make most of the decisions to buy 
home improvement items, such giveaways have a 
definite appeal. Their value was immediately measur- 
able in the success of the outside sales program. 

Often as not, the best customers for items such as 
draperies are the store’s regular hardware customers. 

“We often hear regular customers say, ‘I always 
thought drapes were much more expensive,’ as they 
concentrate on our display setup for the first time. 
And this happens so much lately, we’re sure that this 


The sign copy covering this drapery-incentive premium 
speaks for itself. 


source of volume alone makes the whole idea quite 
worthwhile.” 

3ear in mind, the whole idea of custom home im- 
provements and outside sales is less than one year 
old. “Unbelievable” is the only way Mr. Souza can 
describe his sales experience. 

Though it may be unbelievable, it is no accident. 

Thoughtful promotion has backed every step of the 
program to boost home improvements. Full pages of 
newspaper advertising, direct mail ads, field trips, 
and giveaway deals have all had an impact on new 
traffic and sales. 

Is the community unusual? No. 

Most of the workers who live nearby are of the 
white collar variety, with an average income in the 
$5000 range. Most of their homes are new, but the 
bulk of sales in improvements seems to drift toward 
residents who have been in their homes about three 
years. 

It seems it takes a couple of years for new owners 
to get over the big financial outlays inherent in 
buying a new home. Then they are ready for sizable 
improvements. 

“Our home improvements are high profit items, but 
we get the sales only because of a reputation for 
prompt service and quality merchandise. 

“We are extremely pleased with our results so far, 
but our business is built on the premise of being 
around for a long, long time. Accordingly, we would 
not dream of sacrificing long-term volume for short- 
term gains. We exert extra effort and extend extra 
service to each of our customers to realize our goal,” 
Mr. Souza says. —End 


Fencing, a key outside line, is sampled permanently outside the store. 








HOW 


are you 


doing? 


Your profit and loss statement 
and your balance sheet 
show what you did. Here is 
how you can use these figures 
to plan for more profits 


in the future. 
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Accounting records and procedures can serve you 
in many ways. 

Your accounting records can be analyzed and com- 
pared to give you some valuable guides for better 
control and planning for the success of your hardware 
business. 

The success or failure of your business is not 
measured by a single ratio as some businessmen be- 
lieve. You need to have a good relationship between 
a number of these ratios to determine your ultimate 
success, or to locate trouble areas that may be develop- 
ing in your business. 

To calculate the various ratios for your business, 
you will need two accounting working papers that 
your accountant can prepare to summarize your past 
operations. They are: 

(1) Profit and loss statement. 

(2) Balance sheet. 

Here is how you use the facts on these accounting 
papers to determine the important ratios for your 
business: 


Current assets to current debt 


For years this was considered the key ratio to 
measure success or failure. A business that has twice 
as many current assets as it has current debts is 
considered to be sound. However, it has been shown 
that this is just one of many ratios that are needed 
to determine the true financial standing of a firm. 

You calculate this ratio from your balance sheet 
figures. 

Divide the total of your current assets by the total 
of your current debts. For instance, with current 
assets of $60,000 and current debts of $20,000 you 
would have a ratio of 3 to 1, assets to debts. 

Current assets include all cash, accounts receivable, 
notes receivable, prepaid items such as insurance, 
inventory, and municipal, state and federal securities 
valued at the current market. You deduct any reserve 
you have established for bad debts from this total 
figure. 

Current debts represent the total of everything you 
owe that is due and payable within one year. Long 
term notes are not included, and only the portion of 
other notes that are due within one year are included 
in this figure. 


Acid test ratio 


Most accountants make what they call the “acid 
test” to judge the liquid position of a business. This 
is determined in the same way as the current assets 
to current debt ratio, with one exception. In deter- 
mining the amount of current assets you eliminate 
the inventory figure and the prepaid items. Use all 
other asset figures previously listed except inventory 
and prepaid items. 

The reason this is called the acid test is that by 
the elimination of inventory from your calculations, 
you have a picture of how you would stand if sales 
evaporated. 

Inventory would be changed into cash or accounts 
receivable when sales were made. The acid test is 
what would happen if sales did not materialize. Pre- 





paid items cannot be converted into cash to pay 
current debts; so are eliminated. 


Net profit on net sales 


This has long been considered another key ratio 
to measure the profitability of your business. But, 
with increased emphasis on a higher rate of inventory 
and capital turnover, this ratio must be considered 
in light of the other ratios. Particularly, the net profit 
on your tangible net worth ratio. 

To obtain this ratio you divide your net profits by 
your net sales. For instance, with a net profit of 
$10,000 and net sales of $200,000 you have a 5 percent 
profit on sales figure. 

Net profit for this calculation is determined after 
taxes. Thus, the net profit before taxes in this illus- 
tration would be higher. Net sales include all sales 
less any returns, allowances and discounts shown on 
your profit and loss statement. 


Net profits on tangible net worth 


This figure provides a clue to the amount of money 
available for the future growth and development of 
your business. It also indicates the amount of money 
you can safely withdraw or which can be distributed 
in dividends. 

To calculate this percentage figure, you will need 
both your profit and loss statement and your balance 
sheet. From your balance sheet, you subtract the total 
of all liabilities from the total of all assets. Next, you 
deduct such intangibles as goodwill, organization ex- 
penses, etc. This gives you your tangible net worth 
figure. 

Divide your net profit (after taxes) figure by your 
tangible net worth. For instance, with net profit, after 
taxes, of $10,000 and tangible net worth of $100,000, 
you would have a relationship of 10 percent: Profits 
are 10 percent of net worth. 


Net sales to tangible net worth 


This ratio shows you how rapidly your capital is 
turning over, and is an indication of the efficient 
management of your investment in your business. 

This ratio is obtained by dividing your net sales 
by tangible net worth. For instance, with net sales 
of $200,000 and tangible net worth of $100,000, you 
would have a sales-to-worth ratio of 2 to 1. 

If your capital is being turned over too slowly, you 
have funds that are not working properly for you. 
Perhaps by removing some of these funds from the 
business for other types of investments (especially 


if in cash), you will make your money work harder 
for you. 


Current debt to tangible net worth 


If your current debt is equal to or higher than your 
tangible net worth, you are skating on thin ice credit- 
wise. A quick check of this ratio will indicate what 
you should do to improve the situation. 

You calculate this ratio by dividing your current 
debt figure (all liabilities falling due within one year) 
by your tangible net worth figure. For instance, with 
current debts of $20,000 and tangible net worth of 


$100,000 for a 20 percent figure, debts are 20 percent 
of worth. 


Net sales to inventory 


This figure is often referred to as stock turnover, 
and it gives you a clue to whether you are losing sales 
because your stock is too skimpy or whether your 
inventory is top-heavy, obsolete or stagnant. 

You calculate this ratio by dividing annual net sales 
by the inventory figure on your balance sheet. It gives 
you a ratio of stock to sales. It can be compared with 
previous year’s operations to determine any improve- 
ment or decline in operations. 

For instance, with net sales of $200,000 and an 
inventory figure of $50,000, you would have a stock 
turnover rate of 4. A more accurate figure is ob- 
tained by taking the book inventory of each month, 
dividing by the number of monthly figures used, and 
dividing this average inventory into your annual net 
sales. 


Collection period 


You can calculate this figure by dividing your an- 
nual credit sales (total sales less cash sales) by 360 
days. This gives you a figure representing your aver- 
age daily credit sales. This figure is then divided into 
your total of accounts and notes receivable. 

For instance, with credit sales of $45,000 divided 
by 360 days gives you an average daily credit sales 
figure of $125. If vour total receivables shown on your 
balance sheet is $5000 the collection period is 40 days, 
$125 divided into $5009. 

As a general rule, this figure should not be more 
than 10 days longer than your net selling terms. For 
instance, with terms of “net 30” the figure should not 
be more than 40. 


Net profits on net working capital 


Your working capital represents the margin you 
have that is availabie for carrying inventories and 
accounts receivables and for financing normal opera- 
tions. You determine the amount of net working 
capital by subtracting all current debts from current 
assets. 

You calculate the ratio of net profits on net working 
capital by dividing your net profits by net working 
capital. For instance, with net profits of $10,000, 
divided by your net working capital of $40,000 you 
have a figure of 25 percent, which represents a higher- 
than-average figure. 


Net sales to net working capital 


You obtain this ratio by dividing net sales by net 
working capital. 

For instance, a net sales figure of $200,000 divided 
by your net working capital figure of $40,000 gives 
you a ratio of 5 to 1 of sales to working capital. 

The higher this ratio figure, the more your business 
depends on credit granted by your suppliers and by 
your bank. When you have more money available for 
current operating funds, you will lower this ratio 
figure and find that you are more independent in the 
financial aspects of your business. 

Ratios, if properly calculated, can be a road map to 
higher profits for your business. —End 
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if you want to churn up business... 


CHANGE 


It took city demolition of rundown buildings to make 


management of a 95-year-old store realize how far behind the times 


it had grown. Now, despite local economic distress, things are jumping. 


There are ways to churn up business, even in an 
area that has been badly hit by industrial slowdowns 
and layoffs. The basic ingredients often is change. 

For roughly 95 years the D. Schlosser Co., Erie, 
Pa., followed a pattern of slow but comfortable growth 
in the building supply field. It was never too mindful 
of what was happening beyond its secluded location 
in the city’s lumber yard area. 

But suddenly one day not long ago a great change 
started taking place around the lumber yards. 

Directly across the street a huge tract of land was 
condemned as slum area and all buildings were razed. 
The city widened the streets and repaved them. New 
lighting fixtures were installed. 

Ali at once the Schlosser Co. was right out in the 
open for everyone to see. And many people saw it for 
the first time. They were amazed to learn the com- 
pany had been in Erie for nearly a century, and the 
need for some changes was dramatically apparent. 

The faces at Schlosser’s were slightly red. Man- 
agement had not kept up with the modern trend. Its 
buildings looked worn. Its signs needed a coat of 
paint. 

Schlosser’s decided something had to be done right 
away, especially since property across the street had 
been sold to developers for erection of an attractive 
new Mall. 


Schlosser management felt impelled to act, both 
as a civic duty and to insure its own continued op- 
eration on a successful basis. 
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Operation “face-lift” got underway in September 
1960. The interior of the building was gutted. All of 
the paneled walls and antique wood-burning fireplaces 
were removed. The building took on the look of a 
modern store, unbelievably large and airy. 

The walls were completely covered with perforated 
paneling, for easier display of merchandise. Numerous 
windows were covered with plywood on the outside 
and sheathed on the inside with paneling. Wide aisles 
were installed between the four foot high gondolas. 

During the involved process of remodeling, stock- 
ing, checking merchandise and pricing, it was busi- 
ness as usual at Schlosser’s. It was a hectic time. But 
employes entered into the spirit of the major trans- 
formation, and it was accomplished quickly. 

The exterior of the building was given a new look 
with a fresh coat of white paint over the worn red 
bricks. 

Many have been the co ‘pliments from customers 
over the new front of the building, proving what a 
coat of paint can do, even for boarded-up windows. 
Inside changes were many and noticeable. 

Schlosser’s management has been a strong believer 
in component-parts’ homes, and truss construction. 
But since the Erie area is not yet won over to this 
type of building, it has been necessary from time to 
time to build model homes to show the advantages 
of this type of construction. 

No longer will this be necessary. The Schlosser 
Company now has a small building adjacent to its new 
store where the home owner and the contractor may 





The new hardware sections 


see at first hand the various stages of erection of such 
a home. 

This small building is called the contractors’ de- 
partment and here the busy builder may place his 
orders without waiting. He may also talk over con- 
struction problems, check window and door units 
from samples installed in the building for his con- 
venience. 

A large lumber storage building is located di- 
rectly behind the store. Each door, window, panel 
and scrap of wood on display is plainly marked with 
the price, size and also the quality. This is another 
fruitful element of change. 

In this new merchandising area, the shopper may 
browse at leisure and wait on himself. Management 
reports that customers seem to be delighted with the 
new self-service arrangement. They can now pick 
‘and choose their own material instead of standing at 
an order desk and hoping the piece of lumber they 
ordered would match the trim or decor of the home. 

The new store is well stocked with hardware, elec- 
trical supplies, builders’ materials and other lines that 
help make Schlosser’s a one-stop shopping center. This 
is, perhaps, the key change. 

The major remodeling and merchandising expan- 
sion program is paying off nicely. Business during 
November and December, 1960, despite unfavorable 
weather and the usual lack of interest in building ma- 
terials at the holiday season, more than doubled that 
of any corresponding period in the company’s history. 


merchandised right up to ceiling line. 


An extensive newspaper and radio promotion cam- 
paign was launched with the opening of the new store. 
This program, another change, is being continued, 
keeping the name of Schlosser’s constantly before the 
public. 

Weekly ads feature specials and seasonal items. 
Spot radio announcements at key times of the day 
inform the public of weekly specials. This also has 
been responsible for much new business. 

Schlosser’s has prospered in its revamped quarters 
in the face of high unemployment and generally slow 
industrial activity in the Erie area. 

Management concludes that reason for Schlosser’s 
business pickup is that it offered the public something 
new. Also, that it demonstrated its ability to change 
and showed its confidence in the future of Erie. Man- 
agement knows it must be getting some of its new 
accounts from competitors. 

The reason? Change! 

Much of the credit for success of the new venture 
goes to the company’s new general manager, C. A. 
MacDonald. He engineered the entire remodeling, and 
merchandised the store with all its new hardware 
departments. 

Credit for rejuvenation in the lumber department 
goes to R. C. Miller, president, who has been associ- 
ated with Schlosser’s more than 40 years. 

With Mr. Miller’s know-how and Mr. MacDonald’s 
enthusiasm and ability to pick the right merchandise, 
the future looks bright. —End 


HARDWARE AGE, August 24, 1961 ¢ 51 





Mystery part is no mystery 
fo experts among 


Hardware Age Readers 


Can you identify the part shown 
here? We asked this question in 
the July 13th issue, p. 75. We re- 
ceived many helpful answers from 
readers. 

A midwestern dealer bought a 
hardware store and found a quan- 
tity of these items in stock. The 
new owner didn’t know what they 
were, so we took a photograph 
of the part and asked our readers 
for help. 

No sooner had the July 13 issue 
been delivered to the trade, when 
we began to hear from the experts 
among our readers. 

It’s an old window balance or 
sash holder, they said. It is mor- 
tised into the sash and eliminates 
the need for chains and weights. 
These sash holders were used 30 or 
40 years ago, one reader pointed 
out, in windows that had no sash 
pockets. 

About 90 percent of the letters 
received insisted that the item was 
a sash holder. One reader thought 
it might be a carpet stretcher, while 
another guessed that it was an old 
fashioned plumber’s strap wrench, 
without the strap. Other sugges- 
tions included a part for a paper 
tape machine, or a part for a 
double-acting floor spring hinge. 

One midwest dealer wrote that 
he, too, had inherited a quantity 
of these parts with a store he 
bought and would also like to know 
where the item was used. 

Among the readers who respond- 
ed to our request for help were the 
following. Our sincere thanks are 
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What is 


extended to these experts for help- 
ing solve this mystery. 


Pasadena Plumbing & Hdwe Co. 
Pasadena, Calif. 


Twelve Mile Hardware Co. 
Twelve Mile, Ind. 


Homer Arnett 
West Plains, Mo. 


Snee & Sunday Co. 
Scranton, Pa. 


Morgan's 
Burlington, Vt. 


Eau Gallie Hardware 
Eau Gallie, Fla. 


Hirsh’s 
Osceola Mills, Pa. 


G. W. Kinard 
Kingsville, Texas 


Steelton Hardware Co. 
Steelton, Pa. 


Soukup Hardware 
Hinsdale, Ill. 


W. S. Bowdish 
Cortland, N. Y. 


E. Coyte 
Bright Store 
Red Bank, N. J. 


Ridgewood Hardware Co. 
Ridgewood, N. J. 


Filutman-Sennese Hardware 
Chicago, Ill. 


J. R. Shelton 
Guilford, N. Y. 


A. G. Schultz Hardware 
Schleswig, lowa 


Lott & Stine 
Glasco, Kan. 


Smith Hardware 
Puxico, Mo. 


J. D. Rennick 
Hoboken, N. J. 


Woodville Hardware 
Woodville, Ohio 


Decatur & Hopkins Co. 
Boston, Mass. 


La Bounty & Smith Hardware 
Conneaut, Ohio 


Arthur C. Bell Co. 
Dallas, Texas 


Groton Hardware Co. 
Groton, Conn. 


Sauser’s, Inc. 
Pine City, Minn. 


Hunterdon Trading Post 
Flemington, N. J. 


Great Western Hardware 
Phoenix, Ariz. 


S. Weinberg Co. 
Granville, N. Y. 


Stringfellow Supply Co. 
Gainesville, Fla. 


Vonnegut Hardware Co. 
Indianapolis, Ind. 


Turners 
Creston, lowa 


Walker’s Hardware 
Gibbon, Neb. 





| ottore from Hardware Age Readers 





Dealers discuss buying hours, imports 


and the controversial ‘Bingham Case’ . 


Buying hours 
Dear Editor: 

The editorial, “Selling Efficien- 
cy” in the June 1 issue, p. 8, 
knocked a home-run here. I’m sure 
it isn’t necessary to go into all the 
details as to why, some two or 
three years ago, we set up buying 
hours. Briefly, our buyers were 
not getting an opportunity to do 
their desk work, which is of im- 
portance to us. 

Having listened, and trying to be 
friendly with factory representa- 
tives for a great many years, I had 
come to the conclusion that we 
were devoting a large part of our 
buyers’ time in idle conversation. 
When we reviewed the balance 
sheet, looking for what we were 
after, we discovered that the aver- 
age salesman calls on us because 
he has something new to sell, or as 
I said before, he is making his 
routine trip to find out “if there 
is anything wrong,” or to complete 
his weekly trip list. 

Now if we could weed out all of 
the salesmen who come to us who 
do not have new items to offer, and 
devote our entire buyers’ time to 
looking at new merchandise or 
talking with regular salesmen who 
come to us even though they do not 
have anything new but have an 
idea as to how we can sell more of 
their line, the time would be well 
spent. I personally feel that the 
average factory representative is a 
nice fellow, but he does not leave 
any selling ideas with the buyer, 
nor is he creative in his thinking, 
to the extent that more work is 
being done to make sales for his 
company, himself and us. 

Perhaps some day you may 


write an editorial on the “Value of 
a factory representative and what 
he should be doing.”’ 

(name withheld) 
Wholesaler 
New England 


Made in US 


Dear Editor: 

Your recent articles on competi- 
tion of prices to the detriment of 
quality and the reluctance of re- 
liable, established merchants, in 
fighting for their economic lives, 
cause me to make a few statements. 

US markets are flooded with all 
sorts of foreign made articles— 
from barbed wire to automobiles. 
Much of this stuff is greatly in- 
ferior to most domestic articles of 
similar kinds. Also the low foreign 
wages and our “too-low” import 
tariffs are the cause of great un- 
employment of US labor. Many 
articles are “all-but’” manufac- 
tured overseas, and one final as- 
sembly operation done domestically 
—so that the silly, low tariff is ap- 
plicable to parts instead of complete 
articles. Even complete items are 
not taxed enough. 

We should start a vigorous cam- 
paign to protect US labor, business 
and taxpayers by: 

(1) Immediate pressure for sen- 
sible protective tariffs—no favorit- 
ism; they should apply to metals, 
farm products, stock, wool manu- 
factured items, etc. 

(2) Copyright and establish a 
“slogan” or “trademark,” its use to 
be policed by law, to be used by US 
manufacturers such as: “100 per- 
cent US materials and labor.” Pub- 











licize this slogan in a big way and 
in Washington, D. C., get labor and 
business to shout it! 
Yours truly, 
C. S. Oden 
president 

Oden Motor Supply Co., Inc. 
Idaho Falls, Idaho. 


Unfair Competition 
Dear Editor: 


I have read your comments on 
the Bingham Case with much in- 
terest. Two wholesalers that I have 
done business with for many years 
have folded up, both of them over 
100 years old. Throughout the 
United States within the last 10 
years, 50 or more hardware whole- 
salers have taken the same route. 

The population is increasing all 
the time, as it has done for a long 
time. That should make for more 
wholesalers, but it is going the 
other direction. 

Sears, Montgomery Ward, and 
most large chains are growing by 
leaps and bounds. Why the differ- 
ence? 

I don’t think they are that much 
better operators. I know that they 
have more auditors to pay. Their 
wage scale is probably higher than 
the average retailer. In the whole- 
sale-retail set-up, as most small re- 
tailers operate, the wholesaler has 
to make a profit. The retailer has 
to make his profit. He may do some 
installment selling where he gets 
some interest, but the wholesaler 
would not gain from it. 

Take a set-up like Sears. I un- 


(Continued on page 86) 
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Buying Check List 


of new hardware items 


Keep up to date. Check these new items 


Each item in the following pages has a number above it. When 
you want more details about an item, just circle corresponding 
number on postcard on page 57, and mail 


Item | 


Colored replacement handles 
Owners of Revere Ware cooking 
utensils will be customers for these 
replacement handles and _ knobs. 
The Melamine handles and knobs 


are available in standard sizes in 
turquoise, yellow, and red. Handles 
list for approximately $1 each and 
the knobs list for approximately 
50¢ each. A display assortment, 
shown, with 24 pieces in a variety 
of colors is available. Revere Cop- 
per & Brass, Inc., Dept. HA, Rome, 
a A 


Item 2 
New paint colorant tube 


Tints-All, paint colorant in a new 
tube design is part of the Sheffield 
line. The newly-designed Tone 
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Color Selector rack is filled with 
chips in 90 decorator colors, a com- 
plete range of 30 base colors to 
produce three times as many tones. 
Tints-All tints any paint. Sheffield 
Bronze Paint Corp., Dept. HA, 
Cleveland, Ohio. 


Item 3 


Holiday wraps for tools 


Featured in the S-K/Lectrolite 
1961 Christmas Promotion are 
three best-selling socket wrench 
sets, each colorfully packaged in a 
new dual-purpose holiday carton. 
Cartons are green and red designed 
as personalized gift boxes and for 
eye-catcher display. Included are: 
21-pe. set X-4921 (14 in.); 20-pe. 
set X-4520 (% in.) and 16-pe. 
set X-4116 (1% in.); 89-pc. master 





set X-4189, with colorful Santa in- 
sert in each chest. Two all-new al- 
loy steel combination wrench sets 
are offered in a new gift pack. The 
Lectrolite GiftPak is offered in new 





7-pe. X-1707 and new 9-pc. X-1709 
combination wrenches. S-K/Lec- 
trolite Tools, Dept. HA, 3535 W. 
47th St., Chicago 32, Ill. 


Item 4 
Can opener in colors 


Model N-575 BVI deluxe electric 
can opener is now offered in yellow, 
turquoise or pink as well as stand- 
ard white. A satin aluminum front 
panel and chrome fittings accent 
the colors. Vinyl-cushioned base 
protects counter tops. It has auto- 
matic power-punching, quick, posi- 
tive shut-off when lid is cut free. 
It also features a built-in bottle 





Here is a quick Check 
List of items described 
in the following pages 
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OA 


opener, safety switch to prevent 
accidental starting. BVI blue point 
glides around tight corners on odd- 
shaped cans. Retails for less than 
$30. All-chrome mode! is offered at 
a slightly higher price. Burgess 
Vibrocrafters, Inc., Dept. HA, 
Grayslake, Ill. 


> 


Item 5 
Thermometer display rack 

This 4-way rack displays 23 wall 
and window thermometers on wall 
or counter. Assortment includes 
thermometers from 98¢ to $3.25. 
Rack is 20-in. wide and 27-in. high. 
Can also be used as two units by 
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| Auto body repair putty 65 

| Boat bailer kit 65 
Compact 3-transistor radio 65 

| New boxes for sewing items 65 
T] Electric iron cord holder 65 
Window channel lubricant 65 

| Rubber runner for kitchen 65 


| Paint-mixer accessory 66 


Porous flower pot sets 
New adhesive products 
Restyled water system line 
Party serving dish line 
Gas-power engine line 
Hanger for outlet box 
Clear epoxy adhesive 
Infant mobiles, exerciser 
Utility flashlight 

New templates for vises 
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Toilet cleansing tablets 
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Color-coded furnace filter 
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Plunger-type window lock 
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Gas for guns and toys 
Electric generating plants 
Single-pivot float valve 
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Juvenile products book 
Mail box bulletin 

|] General soldering catalog 
[] Paint brush book 

] Spray equipment catalog 
[| Floor care handbook 
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| Firearms catalog 
| Aerosol paints brochure 
| Cam lock catalog 
| Weed and bugs chart 
[] Spray painting manual 
| Boat fender information 
Decorator's booklet 
Floor refinishing booklet 





use of a second base supplied on 
request. Total retail value of assort- 
ment is $38.13. Taylor Instruments 
Co., Dept. HA, Rochester, N. Y. 


Item 6 
Home finishes center 

This is the Valspar Home Fin- 
ishes Center, a T7-shelf standard 
store fixture offered free to deal- 
ers with the No. 1 assortment, hav- 
ing a dealer cost of $286.14. Rack 
features lighted sign at top, illus- 
trating and explaining the prod- 
ucts, wood panels showing actual 
finishes plus colorful literature. In- 
cluded in the assortment are: Su- 
per-Valspar varnish; Val-Spray 
which is Super-Valspar with spray- 
can convenience; Val-Speed, an 
epoxy floor finish for sealing and 
finishing wood; Val-Oil, a wood 
sealer which can be used as a rust 


preventive on metal surfaces; Rot- 
Stop, rot preventative against de- 
cay, mildew and termites. Val- 
spar Corp., Dept. HA, 200 Sayre 
St., Rockford, Ill. 


Item 7 
Staple gun has window 


Staple-viewing apertures are now 
included in the model T-50 and T- 
25 staple guns to enable user to 
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tell at a glance when staples in 
machine are running low. Visible 
refill window is especially handy 
when work is done away from any 
source of staple supply. Arrow 
Fastener Co., Dept. HA, 1 Junius 
St., Brooklyn 12, N.Y. 


item 8 
6-piece cookware set 

Corning’s Chef Set includes a 
l-qt, 142-qt, 1%4-qt and a 2'%-qt 
saucepan, 10-in. skillet, and 9-cup 
percolator. Also has two cradles, 


transparent Pyrex lids and a de- 
tachable handle. Set retails at 
$39.95. Corning Glass Works, Dept. 
HA, Corning, N. Y. 


Item 9 
Twin-tank wall washer 


Intended for rental, lease, or sale 
this compact twin tank wall washer 
has one tank for special formula 
fast-cleaning American wall wash- 


56 © HARDWARE AGE, August 24, 1961 


ing fluid. Fresh rinse water is in 
the second tank. Two lightweight 
6x12-in. aluminum trowels are used 
to wash and rinse all types of walls 
and wall finishes. A sponge-covered 
trowel is available for corner work 
and other hard-to-get-at areas. Pre- 
cision valve operated by lever in 
trowel handle controls amount of 
cleaning fluid and rinse to produce 
dripless cleaning action. Air pres- 


sure produced by built-in hand 
pump feeds solution and clear wa- 
ter to cloth-covered trowels. Packed 
with caster base, two 10 ft con- 
necting hoses, two trowels. Fluid 
concentrate offered in quart and 
gallon tins. American Floor Ma- 
chine Co., Dept. HA, Toledo 3, Ohio. 


Item 10 
Holiday tool display 

This Oxwall Christmas sleigh 
display for showing 99¢ tools is 
red, white and green, with Santa 
Claus, reindeer. Item X 61 is a self- 
shipper, carrying five each of 12 


different popular 99¢ tools. Tools 
are skin-packed and decorated with 
festive Christmas stickers which 
ean be easily removed after the 
holiday. Line also includes 32 
Christmas-packaged 99¢ items in 
open stock. Dealer cost for assort- 
ment $39.60. Oxwall Tool Co., Ltd., 
Dept. HA, 401 Park Ave. S., New 
York 16, N. Y. 


Item 11 
Electric protective kit 


The Easy-Heat electric heat cable 
kit prevents ice-thaw and water 
damage to roofs, ceilings, insulation 
and walls. Kit includes heating 
cable, a double alloy encased in 
heavy-duty, waterproof vinyl insu- 
lation with a 10-ft non-heating lead 
wire and molded plug attached. 
Shingle clips with kit simplify 
installation and hold cable in place 


on roof. There are 120V models in 
20 to 100 ft lengths, to protect a 
roof edge from 10 to 50 ft. There 
are also 240V models in 40 and 200 
ft lengths, which protect a roof 
edge from 20 to 100 ft. Easy-Heat, 
Inc., Dept. HA, Lakeville, Ind. 


Item 12 
Butter warmers in colors 


Individual butter warmers for in- 
door or outdoor use may also be 
used for barbeque sauces, cocktail 
sauces and dips, salad dressing, or 
gravy. They are offered in the new 
red pepper line, turquoise and in 
blue Dutch tulip pattern on white. 
They are offered alone or with ac- 
cessory saucer and stand contain- 
ing slotted brass chimney with can- 
dle warmer. Butter warmers retail 
at $2.95 in turquoise and $3.25 in 

(Continued on page 60) 





FREE CHECK LIST SERVICE FOR HARDWARE AGE READERS 


Use this new, quick way to 


KEEP POSTED on 


NEW ITEMS AND NEW SELLING IDEAS 


These two easy steps will keep you up-to-date on latest information on new items, new 
merchandising ideas, special deals and other profit building information. 


As you read through this issue you will find numbers beneath all adver- 
tisements and with all items described in the Buying Check List. 


When you want more information on any of the items or ideas in the 
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on to the manufacturers involved. 
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ake it off= 
Put it on paint 


OOLS 


SINCE 1875 « SOUTHBRIDGE, MASS., U. S. A. 
Want more facts? Circle 127, p. 57 








All smart daddies recognize the value of having a selec- 
tion of Hyde Tools handy to take off or put on paint. 
omart retailers have Hyde Tools handy on. Hyde Fixtures 
like the Tool Center 500 or the Smorgas-Baard 400 i|lus- 
trated to the left. These attractive, colorful and minimum 
Space floor fixtures create impulse tool sales with every 
paint purchase in a hardware, paint, lumber yard or 
~ building supply store. 








BUYING CHECK LIST 


Want more details? Just circle item number on p. 57 


(Continued from page 56) 


red pepper and Dutch tulip pattern. 
Combination of chimney, candle 
and saucer comes in white, tur- 
quoise or red and retails at $3.95. 
Warmer alone is sold in package, 
warmer and accessory as a pack- 
aged set. Prizer-Ware, Dept. HA, 
Box 1382, Reading, Pa. 


Item 13 
Claw hammer line added 

Eight new claw hammers have 
been added to the P & C line, which 
had never before included nail 
hammer numbers. The line of claw 
hammers ranges from lightweight 


household styles to deluxe carpen- 
ter’s curved and ripping claw mod- 
els. Included are a medium-weight 
13-0z curved claw hammer. Prices 
range from $1.69 for a 7-o0z. curved 
claw hammer to $4.75 for either a 
deluxe 16-0z curved or ripping 
claw style. All have top-quality 
hickory handles in octagon shape. 
P & C Tool Co., Dept. HA, Port- 
land 22, Ore. 
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Item 14 
Waste can uses bag liner 

This Decoware Imperial kitchen 
waste basket uses a grocery bag as 
a liner. It will take most any stand- 





X 


ard grocery bag. The 18-in. high 
baskets come in four colors at $1.69 
each. These cans are also available 
in sizes of 15% in. high and 21 in. 
high at $1.59 and $1.69 in the same 
color range. Continental Can Co., 
Dept. HA, 100 E. 42nd St., New 
York 17, N. Y. 


Item 15 

Economy-price swivel vise 
Milwaukee’s No. 500 economy 

vise has a jaw width of 3% in. 

and opening of 4 in. Serrated stee’ 

face jaws are replaceable. Vise has 

swivel base with positive lock, solid 


steel slide bar, cold forged handle 
balls, large work surface. Weighs 
12 lb. Milwaukee Tool & Equipment 
Co., Dept. HA, 2773 S. 29th St., 
Milwaukee 46, Wis. 


Item 16 
New line of TV tray tables 


The American Eagle is one of 
the patterns included in the line 
of Dennis Mitchell tray tables. 


It comes in bronze and red colors 
against a picturesque background 
print. The four king-size trays are 
laminated in Fiberglass with brass 
finish stands, and sit on a rack 
which glides easily on 2-in. casters. 
Suggested retail is $17.98. Dennis 
Mitchell Industries, Dept. HA, 4424 
Paul St., Philadelphia 24, Pa. 


Item 17 
Vinyl-back strapping tape 

J-M Dutch Brand No. 400 strap- 
ping tape is vinyl-backed. Advan- 
tages are abrasion resistance, con- 
formability, flexibility and moisture 
resistance. It will not deteriorate 
when used for materials stored out- 
doors. It is recommended for heavy- 
duty packaging, bundling, and pal- 
letizing. It is reinforced with glass 
filaments. Johns-Manville, Dutch 
Brand Div., Dept. HA, 22 E. 40th 
St., New York 16, N.Y. 


Item 18 
New floodlight packaging 

For the Christmas market two 
new complete merchandising pack- 
ages for GE outdoor and indoor 
floodlight units are being made 
available. New packaging contain- 
ing floodlight bulb and holder high- 
lights both indoor and outdoor 
types. Each individual package of 
outdoor floodlights contains a 100- 
watt colored or 150-watt clear bulb. 
Also included is a fixture easily 
adaptable for ground spike or wall 





I BERETTA delivers the 
| winning sales combination 


for 1961... 
Highest Quality &° Greater Advertising 


Combine Beretta’s 280 year reputation for quality craftsmanship to Beretta’s 
full line, with a stepped-up, more powerful advertising program, and you come 
up with an unbeatable combination! This is the year you'll make more Beretta 


The biggest national advertising pro- sales, realize more Beretta profits. Plan now for your big year with Beretta. 


gram in Beretta History. Big space ads 
month after month in leading outdoor 
publications. 








Silver Snipe Over & Under... List: 12 Ga. $174.75 20 Ga. $183.50 
Silver Snipe Vent Rib Over & Under 12 Ga. $209.75 20 Ga. $218.50 
Gold Snipe Vent Rib, Auto Ejectors...............12 Ga. $263.75 20 Ga. $278.75 


Silver Lark Gas Auto, 30, 28 or 26” Barrels, 12 Ga............. ... List: $139.75 
Gold Lark Gas Auto, Ventilated Rib, 12 Ga... List: $176.25 


ia 
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Silver Pigeon Pump, 32, 30, 28 or 26” Barrels, 12 Ga.................... St: § 91.25 
Gold Pigeon Pump, Vent Rib, Fine Engraving, 12 Ga..................... List: $139.75 
Ruby Pigeon Pump, Vent Rib, Rich Engraving, 12 Ga........... ene LeASt: $274.75 


eee = 





Oe - 
— aoe are 


Silver Hawk Dbl. Bbl. (30, 28 or 26”) Dbl. Trigger, 12, 16 & 20 Ga. $167.75 
Silver Hawk Dbl. Barrel, Single Trigger, 12, 16 & 20 Ga........... List: $179.75 


SE 


Silver Hawk Magnum Dbi. Bbl. 12 Ga. 32” Dbl. Trigger... List: $187.75 
Silver Hawk Magnum Dbil. Bbl. 12/32” & 20/28” Single Trigger....... $199.75 
Silver Hawk Magnum Dbl. Bbli. 10 Ga. 32” Double Trigger....... List: $249.75 
Silver Hawk Magnum Dbl. Bbl. 10 Ga. 32” Single Trigger List: $267.25 





Companion Folding Single Bbl., 12, 16, 20, 28 and 410 Ga.......... List: $ 41.95 


Beretta Automatic Pistols : 


Beretta Jetfire 25 Cal, 


Especially designed with a push button tilting barrel and maga- 
zine release. In addition, the Jetfire features an outside hammer 
elminating the need to pull back the slide before firing. These 
excellent features are also available in the Minx M2 .22 Short 
Cal. (2 inch barrel) and the Minx M4 .22 Short Cal. (4 inch 
barrel.) 


Other Beretta Automatic Pistols Available: 


22 LR 32 cal. 380 cal. 9m/m Luger 22 S.or LR 
Jaguar Plinker Puma Cougar Brigadier Olimpionico 
foes $44.95 up $44.95 up $ 99.00 $ 187.50 
of — 344, 


DEALER: ORDER FROM YOUR JOBBER 


For catalogs and complete information on all Beretta Shotguns, Rifles and Pistols, write: Dept. HA-8. 


U. S. Representative: J. g GALEF & SON, INC. 85 Chambers St., N. Y. 7, N. Y. 


Want more facts? Circle 128, p. 57 
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mounting, which comes with a six- 
foot heavy-duty rubber cord. Pack- 
age is made so that bulb and holder 
are visible from the front. Gen- 
eral Electric Co., Dept. HA, Nela 
Park, Cleveland 12, Ohio. 


Item 19 
Brass bristled lint brush 


This Empire lint brush features 
brass bristles well-known as good 
lint removers. The brass bristles 


also help brush up and renew the 
nap on fabrics. The bubble-packed 
brush comes in pink, white and 
turquoise at $1 retail. Empire 
Brushes, Dept. HA, 200 William 
St., Port Chester, N. Y. 


Item 20 
Salad maker, meat grinder 


Here’s a combination salad 
maker and meat grinder. Easily 
cleaned, the Rival Kitcheneer in- 
cludes a Sharon stainless steel hop- 
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per with four interchangeable 
stainless steel cutting discs for 
grating, shredding, slicing, and 
making potato pancakes. Change 
from salad maker to meat grinder 
is made by replacing hoppers. Two 
grinders for grinding and chopping 
are included. Lightweight, portable 
unit is held in position by powerful 
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suction cups. In gay colors. List 
$14.98. Rival Mfg. Co., Dept. HA, 
36th & Bennington Sts., Kansas 
City 29, Mo. 


Item 21 
Carded household hooks 


Selfix self-adhering hooks are 
now blister packed on prepriced 
hang up cards. Style No. 101 hooks 
and twin style No. 110 hooks pack- 
ages lay flat on counter or rack. 
Cards are pink, white, red, and 
black. Modern design matches Sel- 


fix line of closet and bath acces- 
sories. Selfix Products Co., Dept. 
HA, 223 W. Erie St., Chicago 10, 
Tul. 


Item 22 
Aerosol coolant formula 


Koolz is a dry spray used to sur- 
face-cool fabrics, leather, plastic, 
vinyl, metal and canvas. Can be 
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used in all types of headwear, on 
surface of auto seats, inside of 
shoes to cool and relax tired feet. 
Comes in 8 and 16-0z cans. DeMert 
& Dougherty, Inc., Dept. HA, 5000 
W. 41st St., Chicago 50, fll. 


Item 23 
Do-it-yourself patch kit 


Newest item in the Herculean 
Products line is an _ all-in-one 
masonry Patch Kit. Called Instant 
Crete, it is guaranteed to bond 
cement, stone, steel, wood and glass. 
Water is all that has to be added. 
A mortar box, trowel, and mixer- 
edger are included in the kit to 
retail for $1. An economy size re- 
tails for $2. Herculean Products 
Co., Dept. HA, 1134 E. St. George 
Ave., Linden, N. J. 


Item 24 
Cushioned nylon-base glides 


These Domes of Silence glides 
feature nylon base and rubber 
cushion for use on chairs, furni- 


Remco 


RUBBER CUSHION GLIDES 


Want more facts? Circle 129, p. 57 > 
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MULTI-STAGE 


Deep Well Jet Pumps 


Multi-stage means More Pressure, and to meet the need for 
plenty of water at greater-than-average pressure for today’s 
modern living, Universal has developed the multi-stage 
Series JR, deep well jet pump. The Universal Series JR is 
designed especially for folks desiring the advantages of 

a quality multi-stage pump without having to pay a 
premium price. The higher pressure, multi-stage 

Series JR is comparable in price to ordinary single 

stage jet pumps—but what a difference in perform- 

ance! Recommend a Universal Series JR pump. The 

Series JR is a member of the premium quality 

STARIine, rugged pumps for rugged jobs. 


SHALLOW WELL PUMP 


The Series JX Multi-Prime is the high 
pressure, higher capacity pump for jet age 
living. As the name implies, the Series JX 


DEEP WELL PUMP 


The Series JS is a Selective Stage pump, recog- 
nized for many years as the world’s finest for 
extra deep wells or for higher water pressures. 
Unlike conventional multi-stage pumps, the 
Selective Stage pump can discharge water into 
the tank at either high, moderate or low 
pressure as desired. No expensive special tank 
required. 


DEEP WELL PUMP 


Brightest star of the new STAR Line in the 
Series JD, a self-priming deep well pump of 
multi-stage design. It is completely automatic 
and fool-proof in operation. The pump actu- 
ally seems to think. If the water level in the 
well gets pumped down, the Deeprime Jet will 
cut itself off and wait. The pump won't lose 
prime even on low capacity wells or if pump- 
ing gaseous water. Undoubtedly the finest 
pump ever built. 


Multi-Prime is a self-priming, multi-stage 
pump. The Multi-Prime is a shallow well 
jet pump with the jet built into the pump 
case. The check valve, too, is built into the 
pump itself, at the surface, and nothing is 
required in the well but a length of suction 


SHALLOW WELL PUMP 


The STAR Line Series JY is a vertical cen- 
trifugal pump designed to boost the water 
pressure beyond that obtainable with or- 
dinary pumps. While the Series JY is a 
multi-stage pump, the price is comparable 
to that of many single stage pumps. It is 
easily installed on a shallow well, cistern, 
lake or used as a booster pump to increase 
= from a storage or overhead 
tank. 
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ECONOMY PRICED 


re 


Pea the user desiring a modestly priced water 
system without sacrificing quality and dependabilty, 
Universal has specially designed the Series RP—double 
duty units that are self-priming on shallow wells or 
performing with great efficiency on deep wells. 
Series RP pumps are the top selling pump in the 
nation today! The reasons are simple: top quality 
materials assure long service life; Series RP water 
systems are complete with all the needed parts (no 
costly extras to buy); and the name UNIVERSAL on it is a 
“badge of superiority you can point out to customers 
with justifiable pride. 


The world’s finest 
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i PUMPS 
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/ o>) |q) 44INCH SUBMERSIBLES 
“ v -\\) ‘The most dependable service record of any submersible pump ever built 
“a « é — that’s what dealers claim for Jacuzzi submersibles. Why? Superior design, quality 
a \\ construction, liberal use of bronze wherever wear may occur. Horsepower ratings 
| a\ from 2 to 5 hp. Heads to 800 feet. Capacities to 100 gpm. ; 
i> | 
‘NU SUBMERSIBLE TURBINES 
3 | 
| / | | ‘ _ * For municipal water supply, for city in-line booster service, for irrigation or indus- 
in > oe trial applications, Jacuzzi submersible turbines for 6-inch, 8-inch or larger diameter . 
Pas a ‘wells are very BIG on performance, Horsepower ratings from 3 to 40 hp. Heads 


to 1000 feet. Capacities to 400 gpm. 


industrial sump pumps. Popular | 
submersible type basement drain- 
er or conventional column type. | 
No permanent installation re- | 
quired. Choice of all bronze or 
epoxy enamel finish. 








UNIVERSAL MFG. CO. 





yo \| SUBMERSIBLE 


Low cost basement drainers orQ 


dale 
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selling 
Series RP 


Foctories af 

RICHMOND. CALIFORNIA 
BERKELEY. CALIFORNIA 

ST. LOUIS, MISSOUR 
TORONTO. CANADA 
MONTERREY, N.L., MEXICO 
SAO PAULO, BRAZIL 
Branch Offices in all 
Principal Cities 




























_ FOR MORE 
INFORMATION 


, Uamsat 
PUMPS 
aoe write or visit the 


_ Universal Mfg. Co. factory 
- branch mgs nearest you. 


: do Brasil 
can Potato 0 
Sao Bernardo do Campo 42-7073 
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ture. Available in drive-on, machine 
screw, spring clip, adjustable and 
other styles. Drive-on type comes 
in set of four on orange and blue 
merchandising card. All types 
available in bulk. Robert E. Miller 
Co., Dept. HA, 35 Pearl St., New 
York 4, N. Y. 


Item 25 
Auto body repair putty 


Woodhill’s red Spot Glaze and 
Primer Putty is a rust-preventing 
primer for filling and leveling 
pitted and shallow dents too deep 


AES 


pari coe LEE 
for paint but too shallow for filler. 
Can be sanded after drying, leaves 
shrink-resistent surface. Comes in 
a 5% oz. tube. Retails for $1. 
Woodhill Chemical Co., Dept. HA, 


1390 E. 34th St., Cleveland, Ohio. 


Item 26 
Boat bailer kit 


Produced for 6 and 12-volt sys- 
tems is the Little Giant boat bailer 
kit with automatic switch for use 
in outboards or inboards. Included 
are an automatic switch and man- 
ual switch, flexible plastic hose and 
enough electric wire for all connec- 
tions. The liquid level control op- 
erates on a vacuum principle. Kit is 
packaged in a printed self-display 
carton with use and installation 
data. List prices, 12-volt kit $48.95, 
6-volt kit $46.95. Little Giant Pump 
Co., Div. of Little Giant Corp., 
Dept. HA, Oklahoma City, Okla. 


Item 27 
Compact 3-transistor radio 


This Futura Malibu 3-transis- 
tor radio is pocket sized, operates 
on a 9Q9-volt transistor battery. 
Aimed at 10-18 age group, the 


unit has printed circuit, Alnico 
Five loudspeaker, volume control, 
earphone and 0built-in antenna. 
Made of high-impact plastic. Lists 
at $14.95. Bell Products Co., Dept. 
HA, 4251 Forest Park Ave., St. 
Louis 8, Mo. 


Item 28 
New boxes for sewing items 


Busy Susan sewing accessories 
and parts are now being packaged 
one-dozen per box. Contents and 
stock number of each item is 
marked on box in large letters. Con- 


a ee Sg 
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venient size of box is made to 
store easily under counter display. 
New Home Sewing Machine Co., 
Dept. HA, 1659 Eleventh St., Santa 
Monica, Calif. 


Item 29 
Electric iron cord holder 


Cord Cadee aids housewives in 
eliminating electric iron cord haz- 
ards. Cord is inserted into red 


plastic cradle at top of 18-in. flexi- 
ble metal stem. Cadee folds flat on 
side of board when not in use, Can 
be attached to any standard size 
board. Travco Plastics Co., Dept. 
HA, 1041 E. 46th St., Brooklyn 8, 
N. Y. 


Item 30 
Window channel lubricant 


Slip and Slide is a window chan- 
nel lubricant with a pin-point ap- 
plicator built on a 6-0z aerosol can. 
The applicator will dispense a drop 


or a stream without overspray. Can 
be used on aluminum, steel or wood 
windows as well as sliding doors, 
drawers, hinges, etc. Cadman Co., 
Dept. HA, 4185 Lee Rd., Cleveland 
28, Ohio. 


Item 31 
Rubber runner for kitchen 


Arko Starburst rubber kitchen 
runners are 19-in. wide, 5-ft long. 
Easily wipe clean with damp cloth, 
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with CHROMALOX 
ELECTRIC HEAT 


soil-heating thermwire 


produces bigger, healthier 


plants ...any season 


Customers who want the right degree of 
soil warmth for promoting extra healthy 
growth of their plants rely on safe, depend- 
able Chromalox Soil Heating Thermwire 
and Thermostat controls. Ideal for the 
hobby gardeners who can grow flowers and 
vegetables any time of the year. Commer- 
cial gardeners can be first on the market. 
Protects plants from freezing, too. Stock 
and sell Chromalox now! 


LEARN MORE ABOUT Chromalox Soil 
Heating Thermwire — write for in- 
struction form M60108 or call your 
Chromalox distributor. 


CHROMALOX 


he 
‘= ei* 


EDWIN L. WIEGAND COMPANY 
7598 THOMAS BOULEVARD « PITTSBURGH &, PA. 
Want more facts? Circle 130, p. 57 
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ELECTRIC HEAT. 
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will not slip on highly waxed floors. 
Come in black and white on red; 
white and black on _ turquoise; 
chocolate and white on sandalwood; 
turquoise and black on yellow. Buz- 
baum Co., Dept. HA, Canton 1, 
Ohio. 


Item 32 
Paint-mixer accessory 


To help amateur and professional 
painters take the guesswork out of 
paint mixing the Viscosimeter is 
offered. It is a small hand device 
with a built-in metal chart that 
quickly shows when material is 
thinned exactly right for best spray 
painting results. It gives correct 
consistency every time for all types 
of paints, enamels or lacquers. The 
device is composed of a wire han- 


dle and a metal cup which is dipped 
into the painting material. Painter 
then observes the number of sec- 
onds it takes material to drain 
through the orifice in the bottom 
and cross checks the time with the 
built-in metal chart attached to the 
handle of the Viscosimeter. Chart 


describes the various categories of 
finishes and gives the time that the 
paint should take to drain through 
the cup. Thomas Industries Inc., 
Sprayit Div., Dept. HA, 207 E. 
Broadway, Louisville, Ky. 


Item 33 
Porous flower pot sets 


These decorative flower pots are 
made of a porous’ polystyrene 
material called Vacucel. Material 
allows air in to nourish plants, 
allows excess water to evaporate. 
Requires no drainhole. Insulating 
quality of materia] protects plants 


from sudden temperature changes. 
Lightweight pots are available in 
four pastel colors. Set of four 
nested pots have suggested retail 
price of 59¢. Poloron Products, Inc., 
Dept. HA, 168 Hugenot Ave., New 
Rochelle, N. Y. 


Item 34 
New adhesive products 


Elmer’s all-purpose epoxy metal 
compound is a two-part mixture 
consisting of metal-filled resin and 
hardener offered in half-pint, pint, 
quart, gallon, and larger size units. 
Each unit consists of a can of 
metal-filled epoxy resin and can of 
hardener which mixes to double the 
amount of the unit size. This com- 
pound is resistant to most acids and 
alkalies; waterproof and oilproof. 
It can be machined, filed, sanded, 
drilled or tapped; will set in two to 





ALi pape 


Epoxy-Metd 


COnmPouND 


four hours and cures overnight. 
Lists $5.50 for half-pint. Elmer’s 
all-purpose year around holiday 
decorating kits include vials of glit- 
ter, pencil tube of Elmer’s Glue-All 
and are designed for decorating 
party and birthday gifts, cards and 
favors. Elmer’s contact cement is 
specially designed for hard-to-glue 
surfaces where pressure and clamp- 
ing cannot be used, and works 
equally well with metals, wood, tiles, 
plastics, leather, rubber and china. 
Borden Chemical Co., Dept. HA, 
350 Madison Ave., New York 17, 
le 2 


Item 35 
Restyled water system line 


The Pathfinder line of water sys- 
tems has modern styling for cus- 
tomer appeal, convertible features 
to turn inventories faster, and a 
larger case than previous models 


for improved priming characteris- 
tics. Models in the line include PCJ 
jet pumps convertible for either 
shallow or deep well use and avail- 
able with 1/3 and % hp motors; 
multi-stage PCJM jet pumps con- 
vertible for either shallow or deep- 
well use, and available with ™% 
through 1% hp motors, and the 
PSM multi-stage self-priming shal- 
low well pumps available with %4 


WIN "or 1,001 . 


Valuable Prizes 


| 

* RCA 21” COLOR TV SET 

|e WESTINGHOUSE STEREO HI FI SET 
te KODAK HOME MOVIE SET 


PLUS 998 Additional Prizes! 


We’re always thinking of ways to increase sales and profits for you on 
our DURO-PLASTIC products. Woodhill Chemical is giving away 1,001 
wonderful prizes to 1,001 lucky people whose letters are selected as 
the best in our “JUST TELL US HOW YOU LIKE DURO-PLASTIC 
PRODUCTS” contest. The contest will be advertised in LIFE, POPULAR 
MECHANICS, POPULAR SCIENCE, GOOD HOUSEKEEPING and FAMILY 
HANDYMAN magazines. We’ve made up a special contest kit for you, 
Mr. Dealer, and we hope you'll write for it now...or request one 
from your jobber. We'll even send you a FREE tube of any one of our 
items along with your request. There are duplicate prizes for dealers 
named by the first 25 winners! 














aov TO Vu 
Fecile 


+ 


| et 


Get the complete promotion 
sare Gaus Senet ite The WOODHILL Chemical Corporation 
might even win one of the du- 

plicate prizes! 
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Spectacular VALUES 
$725 
NEW DEAL! a UP TO 2 ? 


34 PAIR ASSORT. 


OKLEENCUT™ fir $29 





CUARANTEEO 


(34 prs. @ 88c ea.) 
DEALER 95 
COST 7 


DEALER 2 | 
PROFIT PER 


DEAL 





FuLL 40% PROFIT 


What a deal! Our new #1918 “ALL AMERICAN” all-purpose 34 pair assortment contains the 
most popular, fastest moving scissors and shears you'll find anywhere — never before 
offered at so low a price. 34 pairs in all — 4 prs. 7” Bent Trimmers, 5 prs. 594” Sewing, 
3 prs. 8” Kitchen, 6 prs. 742” Barber Shears, 3 prs. 7” Straight Trimmers, 2 prs. 6” Straight 
Trimmers, 4 prs. 34%” Embroidery, 3 prs. 12” Paper Shears, 4 prs. 5” Sewing. One pair of 
each comes already mounted on colorful display designed to catch the eye, encourage 
“impulse” buying. 











SEE YOUR JOBBER OR WRITE 


THE ACME SHEAR COMPANY 


BRIDGEPORT 1, CONNECTICUT 
THE WORLD'S LARGEST MANUFACTURER OF SCISSORS AND SHEARS 


Want more facts? Circle 132, p. 57 
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“The Yellow Pages helps keep both 
our phones busy all day long!” 


R. V. MARTIN HARDWARE CO. 


ONE OF MIAMI'S LARGEST & MOST COMPLETE STOCK 
FOR HOME ANDO INDUSTRY 


WE SPECIALIZE IN © PLUMBING SUPPLIES 
says R. J. McDonald, Manager, R. V. Martin Hardware Co., Miami, Fla. ere So oeaenas 
2961 KN. W. $4 ST. — WRS. 7:30-4 — CLOSED SUNDAYS — NE 4-8501 











Display ad (shown reduced) runs under HARDWARE—RETAIL. 
Call the Yellow Pages man at your Bell Telephone Business 
Office to plan your program. 
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“‘We’ve found that the best way to reach prospects in our 
area who don’t know us is by Yellow Pages advertising.” 
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“Since we increased the size of our Yellow Pages ad 
two years ago, a lot of extra business has come to us.”’ 
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“Many new industrial and homeowner customers say “Special mention of plumbing and electrical supplies in 
they found us through our Yellow Pages advertising.” our ad under Hardware — Retail really helps sell them.” 





| Display this emblem. It builds your business! 


Want more facts? Circle 133, p. 57 
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through 1% hp motors. PCJ and 
PCJM models are available with 
new Flexi-Tank and 42 gallon water 
system packages. Red Jacket Mfg. 
Co., Dept. HA, 601 Brady St., Dav- 
enport, lowa. 


Item 36 
Party serving dish line 

This Swirl pattern 3-piece 
serving dish, Model No. 656, is one 
item in Lehman Brothers’ line of 


serving dishes. Unit is chrome 
plated. Overall length of serving 
piece is 21%-in.; height is 5-in. 
Larger dishes measure 8 in., smaller 
dish 6-in. Swirl pattern is also 
available brass plated and lacquer- 
ed, Model No. 756. Lehman Brothers 
Silverware Corp., Dept. HA, 197 
Grand St., New York, N. Y. 


Item 37 
Gas-power engine line 


Here is a gasoline engine for ro- 
tary mowers and other lawn and 
garden equipment which combines 
lower cost and power of two-cycle 
engines with styling and perform- 
ance of a four-cycle engine. Te- 
cumseh VI and VII lines of engines 
are available in stripped model and 
a factory-styled model which incor- 
porates a pancake type fuel tank. 
Steady speeds and quiet operation 
are features. Tecumseh VI is a 
2.5 hp engine, Tecumseh VII is 
3.5 hp unit. Both engines are of 
cast aluminum with bronze bear- 


ings on connecting rods and power 
takeoff end of crankshaft. An auto- 
matic rewind starter is standard 
equipment. Lauson-Power Products 
Div., Tecumseh Products Co., Dept. 
HA, Grafton, Wis. 


Item 38 
Hanger for outlet box 


The Kees electrical outlet box 
hanger is now being made of heavy 
pressed galvanized steel with cad- 
mium plated wing nuts and studs. 


Adjustable hanger can be used to 
mount any type ceiling outlet box 
and fixture in new or old work. 
When attached to the side of a joist 
or rafter with three nails or screws 
it will support more than 70 lb sus- 
pended from the extreme end. The 
bracket is 10 in. long, 3 in. high at 
nailing end, and the lower edge is 
formed into a %-in. tube on which 
fixture stud slides. Hanger. has 
stud and over-sized wing nuts. F. 
D. Kees Mfg. Co., Dept. HA, Bea- 
trice, Neb. 


Item 39 
Clear epoxy adhesive 


Sheer-Magic transparent adhe- 
sive, made of epoxy and viny!] resins 
is being introduced with a bonus 
package which contains four extra 
blister-packed tubes free per dozen. 
Transparent as glass, waterproof 
and with sufficient tack to hold 
components together without tie or 
clamps, it retails at 59¢. It will 
bond just about anything to any- 
thing, including paper, fabrics, con- 


MIRACLE 
SHEER-MAGIC 


Ra FP n5 eS: Se 


crete, stone, marble, plaster, wood, 
glass, metal, leather, porcelain and 
china. Miracle Adhesives Corp., 
Dept. HA, 250 Pettit Ave., Bell- 


more, N.Y. 


Item 40 
Infant mobiles, exerciser 


The Firefly crib exerciser fea- 
tures a plastic firefly and two plas- 
tic bumble bees suspended from an 
enameled wooden crossbar. When 
either of two stirrup cords are 
pulled the firefly’s tail lights up and 
tiny bells tinkle. A penlite battery 
powers the toy. List $3. The same 


line. includes nursery birds, a crib 
mobile containing movement, color, 
music, listing at $6 and a Disney 
crib mobile with eight animals of 
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vinyl covered sponge in pastel col- 
ors, chimes and a tinkling bell acti- 
vated by any slight movement or 
breeze, list $4. Kenner Products 
Co., Dept. HA, 912 Sycamore St., 


Cincinnati 2, Ohio. 


Item 41 
Utility fiashlight 

The Eveready No. 330 Utility 
Lite, list 99¢ without batteries, has 
an insulated case which resists oils 
and most chemicals and withstands 
temperature extremes. End-loading 
light features non-breakable lens 
and built-in bulb protector. Twelve 
pre-priced Utility Lites are packed 
in No. 33 display unit. Retail value 
of flashlights is $11.88. Model 331 
with patented magnetic switch 
which holds light fast to steel lists 
at $1.99 without batteries. Union 


Carbide Consumer Products Co., 
Division of Union Carbide Corp., 
Dept. HA, 270 Park Ave., New 
York 17, N. Y. 


Item 42 
New templates for vises 


Each V-7 series Columbian Wide- 
Side woodworkers’ vise now has 
new mounting templates to permit 





Zinsser shellac finishes for 


pre-drilling of benches and partial 
placement of fastening bolts before 
vises are located. Employed in con- 
junction with Columbian’s 3-point 
mounting, they cut installation 
time by 50 percent and assure firm, 
tight fastening, easy operation and 
long life. Application instructions 
are printed on templates to elimi- 
nate error. Reverse side of tem- 
plate sheet lists operation and main- 
tenance suggestions for these vises. 
Columbian Vise & Mfg. Co., Dept. 
HA, 9023 Bessemer Ave., Cleveland 
4, Ohio. 


Item 43 
Swing-and-hold door hinge 

This springless hinge is for sin- 
gle or double swinging doors 
weighing up to 30 lb. Called Swing 
’n Stay, this model V128 is most 
useful on louvered or cafe doors. 
The hinge set for a single door 
has top and bottom pivots, and 
brackets with 1 x 7 oval head 
screws. The bottom hinge has a 


stay that holds the door in three 





a convenience-minded public... 
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SEALER® — — primes, 
seals and kills 
stains all in one 
coat, saves hours 
of painting time, 
dries ready for fin- 
ish coat in 45 min- 
utes. 


TRIMLAC®— sie all- 
in-one-day finish 
that gives natural 
or stained wood 
paneling a waxed, 
hand-rubbed look 
— without rubbing 
or waxing. 


B U L L Ss E. Y E® 
READY-TO-USE 
SHELLAC—in wide- 
mouth cans. No 
thinning. Full in- 
structions for 
home user on the 
container. 


BULLS EYE® SPRAY 
SHELLAC — the all- 
purpose clear 
spray. Use for 
worn floor areas, 
stair treads, arts 
and crafts. Ideal 
for sealing plaster 
patches. 


-»» AND FOR PROFIT-MINDED DEALERS: sold only through paint and hardware stores. 


Three items fair-traded for your protection. Superior shelf life . . 


. reduces inventory 


problems. * BACKED by national advertising in AMERICAN Home, PopuLAR SCIENCE and 
AMERICAN PAINTER AND DECORATOR + 


FREE “How-To-Do-It” Folders available for 
your consumer trade. * FULL INSTRUCTIONS on containers. . 


. save your selling time. 


WM. ZINSSER & CO. 


Offices and Factories at 


516 West S9th Street, New York 19, New York 
319 N. Western Avenue, Chicago 12, Illinois 
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~ BULLS EYE BLACK 


GLOSS® — the all- 
purpose interior 
black gloss. Quick- 
drying, tough, flex- 
ible. Ideal for hard- 
ware, wrought- 
iron furniture, grill 

boards. 


‘Can, 


BULLS EYES SHEL- 


LAC .. standard 
weight in easy 
pouring oblong 
the first 
choice of crafts- 


men and top pro- 


fessional floor fin- 
ishers. 





and a detergent when complete re- 
waxing job is desired. Viv may be 
used on hardwood, terrazzo, pol- 
ished stone, ceramic tile, linoleum, 


TABLETS 


a cay #0 006 
P So fast acting? 


TOUET gowl CL ae 
5 MORE SCRUBBING 


positions. Sets are available in zinc, 2 yf Pe bowl clean. Comes packed six tab- 

dull brass, and dull bronze. Na- i " a lets in a see-through display box on 

tional Mfg. Co., Dept. HA, Sterling, | — sanall hang-up card. Klasco Products Co., 

Til. — _e Dept. HA, 8700 E. Firestone Blvd., 
asphalt, rubber and viny] tiles. List Downey, Calif. 

Item 44 prices: 14 02, 59¢; 26 oz, 98¢; 46 oz, 

Self-polish floor wax $1.69. Simoniz Co., Dept. HA, 2100 


hee (tide > TD) 
EE ER ENR Indiana Ave., Chicago 16, III. Item 46 
greatly improved durability, high 24-in. safety key chain 
a Item 45 

gloss, easy removability, great re- F This 24-in. stainless-steel safety 
sistance to discoloration. It has Toilet cleansing tablets chain has a sturdy key-ring on 
clear shine, dries evenly to a high- Protecto toilet bowl cleansing swivel on one end, a safety pin at 
gloss finish which withstands re- tablets feature cleaning action that the other. It is for use by maids, 
peated damp mopping. Wax can be requires no scrubbing. One tablet housekeepers, porters, custodians, 
easily removed with warm water dropped into bowl acts fast to keep truckers, delivery men, mainte- 





Every day more dealers ACCLAIM General’s 


PROEFIT-MATES 


Jobbers from coast-to-coast re- 
port constant dealer commenda- 
tion of General’s PROFIT- 
MATES—Fuel Oil Filters and 
Moisture-Matic Humidifiers. Easy 
to install with only a slight 
chance of call backs for adjust- 
ments, they are both sure-fire 
profit-makers. If you aren’t ac- 
quainted with General’s PROFIT- 
MATES order a half-dozen pack 
of each from your jobber and 
learn how they earn ADDED 


* emg, - profits on any service call. 


pn OIL FILTERS | Gener moisture-Matic HUMIDIFIERS 


Efficiently designed so that two sizes fit all home plants. New simplicity and martes ane with fool-proof dsl 
Replaceable wool felt cartridges (the finest) trap all ation make the General the ideal Humidifier for any 
moisture and prevent any clogging. Special seal, Buna hot-air plant. Chrome-plated valve, life-time neoprene 
gaskets, and plastic finish resist most acids, oils, and diaphragm (no float!), and corrosion-proof pan makes 
corrosion. Cast iron and steel construction for |-o-n-g the General your safest installation for continued cus- 
life. Your best choice for dependability! tomer satisfaction. 


Ask Your Jobber for General's PROFIT-MATES [cznodion Gener rivera, tad. 
GENERAL FILTERS, INC, fuvvcrcvsr, on.” 


43800 Grand River Avenue e Novi, Michigan 
Want more facts? Circle 135, p. 57 
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nance men. It can be pinned to 
blouse, shirt, or uniform, or belt 
can be slipped through the pin. 
It is also offered in brass. Twelve 
to red and black display card. List 
98¢. Lummis Mfg. Co., Dept. HA, 
2242 E. Foothill Blvd., Pasadena, 
Calif. 


Item 47 
Color-coded furnace filter 


The AMER-glas filter, treated 
with hexachlorophene to fight bac- 
teria, has dense-pack filtering ma- 
terial spun with progressing den- 
sity from one side to the other for 
greater dirt-catching _ efficiency. 
Five different color codes on labels 
indicate sizes for easy identifica- 
tion by customer and store staff. 
Labels and sizes are: green, 16x20x1 


in.; orange, 20x25xl in.;_ red, 
20x20x1 in.; red, 16x25x1 in.; yel- 
low for other sizes. American Air 
Filter Co., Inc., Dept. HA, 215 
Central Ave., Louisville 8, Ky. 
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Item 48 
Plunger-type window lock 


Precision’s SL-150 locks windows 
without a key, but key is used to 
release bolt for opening window. 
Set of three cups is included with 
each lock to position window open- 


gee” 
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ings as desired. Unit is heavy-duty, 
constructed in chrome and polished 
brass plate. Can be keyed different 
or keyed alike. Locks list at $2 
each. Packed in individual boxes, 
30 to a master carton. Precision 
Lock Mfg. Co., Dept. HA, 933 
Stanley Ave., Brooklyn 8, N. Y. 


Item 49 
Gas for guns and toys 


Daisy Bullseye CO, Jetts are of- 
fered in 8.5 and 12.5 gram sizes. 
Special cadmium plating provides 
protection against rust to eliminate 
flaking and clogging of valve parts 
and neck seals. A welded steel cap 
prevents leakage. Universal design 


is adaptable to all CO. gas guns 
and toys. Self-display carton con- 
tains one dozen four packs. Each 
pack contains four cylinders. The 
8.5 gram cylinder retails at 75¢, 
the 12.5 gram size for 95¢. Daisy 
Mfg. Co., Dept. HA, Rogers, Ark. 


Item 50 
Electric generating plants 


The Tait-Leland line of electric 
generating plants consists of seven 
units, ranging from one to five 
kilowatts in capacity. The units are 
gasoline powered. The generator, 
60 cycle A.C. single phase, has a 
two-pole armature with inherent 
regulation and is self-excited and 
drip-proof. Engines are 3600 rpm 
units. Smaller models are equipped 
with carrying handles. Tait Mfg. 
Co., Dept. HA, 500 Webster St., 
Dayton, Ohio. 


Item 51 
Single-pivot float valve 

Here’s a single pivot valve which 
has no moving parts. The all-rub- 
ber heavy-duty valve seat is ad- 
justable and can be reversed. The 
design of the valve seat enables 
it to act as a splash shield, and 
the chrome-plated valve jet assures 
positive shut-off. This valve and 
glass float assembly is_ ideally 


suited for many water level con- 
trol applications. This valve is 
standard equipment in all Skuttle 
float-type dehumidifiers. Skuttle 
Mfg. Co., Dept. HA, Milford, Mich. 


Turn to p. 74 for a listing of 
new aids to help you sell better. 





Know your product ...and close more sales! 


TOASTMASTER 
"Action: Angle” 
ELECTRIC 

CAN OPENER 


“ACTION ANGLE” 
ELECTRIC CAN OPENER 


Model 22A1 95* 
White *24 
Model 22A1 Chrome $27.95* 


THE ONLY CAN OPENER MADE 
WITH UNIQUE “ACTION.- 
ANGLE” CUTTING WHEEL THAT 
OPENS ALL SIZES AND SHAPES 
OF CANS... ALWAYS LEAVES 
A SAFETY-SMOOTH EDGE! 


® Super-safe "Stop 
action”’ lever 


® One touch action 
control 

® Easy-to-carry finger 
grip case 











TOASTMASTER ADS 
WILL BE SEEN BY 
317,783,610 
PROSPECTS THIS FALL! 


... in Life, Look, Saturday 
Evening Post, Ladies’ 
Home Journal, 
Redbook, Good 
Housekeeping, True 
Story, House & Garden, 
House Beautiful, 

Better Homes 

& Gardens, Living for 
Yobng Homemakers, 
Sunset, Ebony, 

Bride’s Magazine and 
Bride & Home. 














. ~ 
- 
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fad TILTED 8° 


ANGLED DOWN 30° » 


® “ACTION-ANGLED"’ CUTTING 
WHEEL. Entire cutting assembly is an- 
gied 30° down and turned 8° in to 
achieve smoothest, safest cut possible. 
No jagged edges. Sharpens itself as 
it opens the can. 











® Carborized “magic 
circle” cutting wheel 


® Removable, easy-to- 
clean cutting head 


® Adjusts to can 
thickness automatically 


® Alnico V magnet lid 
lifter 


® Pre-bent electric cord 


® Powerful heavy-duty 
motor 





® Wall bracket included 


® Choice of all chrome 
or white finish 


* Recommended retail prices. 


TOASTMASTER MEANS MORE!... 
SO SELL 


TOASTMASTER 


TOASTERS + FRY PANS «+ COFFEE MAKERS «+ BLENDERS «+ IRONS 
GRILL ANDO WAFFLE BAKERS ° ELECTRIC CAN OPENERS . MIXERS 
HEATERS «+ HOME BARBER SETS 


FOtal. 
TOASTMASTER DIVISION 1 iRAWE 
McGRAW-EDISON COMPANY 


**TOAST MASTER” is a registered trademark of McGraw-Edison Co., 
Elgin, Il}. and Oakville, Ont. ©1961 


Want more facts? Circle 136, p. 57 
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NEW AIDS TO HELP YOU SELL 


New catalogs, specification sheets, catalog sheets and other free 
literature to keep you posted. Circle number, p. 57 for your copy 


ITEM 80—JUVENILE PRODUCTS BOOK 
—Ten-page catalog includes bucket 
seats, Sit-N-Stand seats, Walk-In 
seats, Tot Traveler beds, Swing-N- 
Seats, Tot Walkers, Bounding Walk- 
ers, Tidy Hampers, Walker-Jumper 
combination, jumpers, strollers, bed 
and crib guards and a full line of 
bicycle baskets. Booklet No. J 19. 
Dennis Mitchell Industries, Dept. 
HA, 4424 Paul St., Philadelphia 24, 
Pa. 


ITEM 81—MAIL BOX BULLETIN—De- 
scribes Southern Fabricators’ Town 
& Country suburban and rural 
boxes. Bulletin is in full color, 
shows all the latest features of mod- 
ern-design mail boxes. Southern 
Fabricators Corp., Dept. HA, 1010 
W. Broadway, Steelville, Ill. 


ITEM 82—GENERAL SOLDERING CAT- 
ALOG—Four-page catalog, No. 111, 
has 80 industrial electrical solder- 
ing irons in seven types, 20 to 700 
watts, 4% to 1% in. tips. Following 
lines included: long-life tips, in- 
stant solder guns, 3-wire cord and 
plug assemblies, super-pencil, pin- 
point, bantam-hatchet, super pow- 
ered and battery type, regular 
hatched line, screw tip and plug 
irons. Hezxacon Electric Co., Dept. 
HA, 170 W. Clay Ave., Roselle Park, 
Ned 


ITEM 83—PAINT BRUSH BOOK — 
This 16-page paint brush book pro- 
vides full descriptions and specifi- 
eations for wall, stucco, varnish, 
sash, flatting, calcimine and utility 
brushes. Lists bristle mixtures, 
and shows typical display merchan- 
disers. Baker Brush Co., Dept. HA, 
83 Grand St., New York 13, N. Y. 


ITEM 84—SPRAY EQUIPMENT CATA- 
LoGc—Complete listing of DeVilbiss 
airless spray equipment is in this 
catalog which has information on 
a medium production pump for sin- 
gle gun operation, heavy-duty pump 
for multiple gun operation, port- 
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able and tank-mounted models, pole 
and automatic spray guns, spray 
caps, hose connections and acces- 
sories. DeVilbiss Co., Dept. HA, 
Toledo 1, Ohio. 


ITEM 85—FLOOR CARE HANDBOOK— 
This 20-page guide to floor care 
shows how application and mainte- 
nance of paste wax is made easy by 
a new line of floor polishers, acces- 
sories, and supplies. Also has in- 
formation on other floor finishing 
methods. Describes rug shampoo 
method using Red Devil’s new 
Houseboy rug-cleaning kit for twin- 
brush floor machines. Red Devil 
Tools, Dept. HA, Union, N. J. 
ITEM 86—FIREARMS CATALOG—Fea- 
tures latest additions to Winches- 
ter-Western’s shotgun, center fire 
and rim fire rifle lines. Has data 
on Model 59 shotgun with Win-Lite 
barrel, Model 70 Westerner in 264 
Magnum, Model 61 Magnum in 22 
W. M. R. and Model 100 autoload- 
ing big game rifle in 308 Caliber. 
Product Information Dept., Win- 
chester-Western Div., Olin Mathie- 
son Chemical Corp., Dept. HA, New 
Haven 4, Conn. 


ITEM 87—AEROSOL PAINTS BRO- 
CHURE—F ull color catalog outlines 
Plasti-Kote’s Target line of aerosol 
spray paints. Gives information on 
Accu-Sprayhead, PCWA Rust In- 
hibitor, Fast-Fast dry operation, 
tamper proof cap. Also details color 
selection, assortments and Twirl- 
Wind counter and floor merchandis- 
ing displays. Plasti- Kote, Inc., 
Dept. HA, 9801 Harvard Ave., 
Cleveland, Ohio. 


ITEM 88—CAM LOCK CATALOG—Cor- 
bin’s 12-page illustrated catalog de- 
scribes Pin Tumbler Cam Locks, 
special purpose locks, accessories. 
Book features locking devices 
adaptable to metal, wood or plastic 
in panel, drawer and cabinet instal- 
lations. Detailed dimensional draw- 


ings, keying information, details on 
materials and finishes are also in- 
cluded. Corbin Cabinet Lock Div., 
American Hardware Corp., Dept. 
HA, New Britain, Conn. 


ITEM 89—WEEDS AND BUGS CHART 
—California Chemical has a per- 
manent display piece that holds 
eardboard charts identifying gar- 
den pests and types of weeds. 
Mounts on wall, pillar, shelf, gon- 
dola. Chart has revolving feature 
permitting inspection on both sides. 
Overall dimensions are 734 in. wide, 
30% in. high. Ortho Div., Califor- 
nia Chemical Co., Dept. HA, Rich- 
mond 4, Calif. 


ITEM 90—SPRAY PAINTING MANUAL 
—lIllustrates various types of 
sprayers, how to prepare materials 
for spraying, spraying technique, 
masking, color separation and other 
data. Instructions given for spray- 
ing various types of liquids. Buwr- 
gess Vibrocrafters, Inc., Dept. HA, 
Grayslake, Ill. 


ITEM 91—BOAT FENDER INFORMA- 
TION—Shows a complete line of 
boat fenders in five styles and ma- 
terials to fit needs of almost anv 
size boat. Features a dual-purpose 
fender and water container made of 
blow-molded plastic. American Pad 
& Textile Co., Dept. HA, Greenfield, 
Ohio. 


ITEM 92—DECORATOR’S BOOKLET— 
Lists supplies needed and tells how 
to remove old finishes and stains 
Describes how to apply standard 
and special finishes, has tips on re- 
moving old finishes from flat and 
curved surfaces, how to raise de- 
pressions and dents. Also tells how 
to clean and renew paint brushes 
with Zip-Kleen and how to use Zip- 
sander. Star Bronze Co., Dept. HA, 
803 Mahoning Ave., Alliance, Ohio. 


ITEM 93 — FLOOR REFINISHING 
BOOKLET—This pocket-size booklet 
illustrates and tells do-it-yourself- 
ers how to refinish old and worn 
wood floors. Book is in 13 pages, 
lists rental equipment and supplies 
needed, instructions on how to 
ready room for sanding. Also dis- 
cusses finish applications. Ameri- 
can Floor Machine Div., American 
Lincoln Corp., Dept. HA, 518 St. 
Clair St., Toledo 3, Ohio. 
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De-Icers prevent formation 
of ice dams which cause No. Length 





water to back up under CRK20 20 ft. 
roof shingles and drip into po s “4 
the house. Kits consist of Saree os 
heating cable, hardware, CRKi00 | 100 ft. 
instructions. Kits available 

















Figure 2 ft. of cable for each 
foot of roof edge, 1 ft. of 
cable per foot of gutter and 
downspout. 


individually or one of each 
size in a free display box, 
retail value, $59.95. 


World’s Largest-Selling Heating Tape 


LINE-O-HEAT: 


“Yell-’n’-Sell’ metal merchandiser 
holds 12 fast-selling lengths of Line- 
O-Heat and two thermostats. You 
pay $39.95, sell contents for $58.90, 
make $18.95! 


Rack only 914” deep, 814” wide, 
23” high. For counter display or 
hanging on wall or pegboard. Free 
window streamer with each rack. 


Wild bird watchers have been looking 
for this drinking-station heater to keep 
water open all winter. Ideal for poultry, 
horses and ponies and many other 
uses as well. Display carton con- 
tains five warmers, retailing 


for $6.95 each. 


ASK YOUR JOBBER OR WRITE FOR DETAILS 


THe SMITH-GATES core. 


_ CET a. 
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Time-Saving, 
Profit-Making Power for 
Your Pipe Service 

Department... New 


Bench or stand mounted, this compact RI@aID> 
300 Power Drive quickly pays for itself through 
increased custom pipe and tie-in sales. Speed 
chuck closes and releases by hand .. . holds tight 
forward or reverse. Cam-action rear workholder 
holds even long lengths straight for perfect threads 
every time. 


Converts to Low-Cost Threading Machine 
Add the RIGID No. 310 Carriage, No. 360 Cutter 
and a RIGID Quick-Opening Machine Die Head, 
and you’re ready to cut, thread and ream. With a 
No. 19 Nipple Chuck your men can cut and thread 
close nipples with threading machine speed and ease 
in their spare time. 


THREADS “> 


DRIVES GEARED THREADERS - THREADS CLOSE NIPPLES 


Call your Distributor today. For your convenience, he maintains 


a complete stock of Rei zal Work-Saver Pipe Tools and parts! 


Want more facts? Circle 138, p. 57 
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What’s AHEAD in discounting‘ 


66 


. . - Discounters? [I’m afraid 


some of these boys are doing a 


better job of selling themselves, 


as merchants, than they do of 


selling the goods they buy .. .” 


by Robert C. Vereen, Managing Director, Liberty Distributors, Philadelphia, Pa. 


Editor’s note—This article is based 
upon a talk delivered by Mr. Vereen 
before the Philadelphia House- 
wares Club recently. Mr. Vereen 
spoke as one member of a panel of 
merchandising authorities on the 
general subject of “Where is dis- 
counting taking us?” 





How many dealers, wholesalers 
and manufacturers’ salesmen and 
agents can look back at lines they 
handled 10 years ago, or even five 
years ago, and find they are no 
longer being marketed? 

Probably many. 

I wonder if the knowledge that 
such lines have gone under, because 
of crushing competition or failure 
to change with the times, causes 
men to fear for the existence of all 
such manufacturers? 

Of course not. They recognize 
that vigorous, aggressive, imagina- 
tive manufacturers — large and 
small—will continue to prosper and 
profit, even though others may not. 

So it is in retailing and whole- 
saling. But it seems we sometimes 
tend to forget it. 

It’s the same ball game, this 
free enterprise system. The same 
ground rules apply. Only the play- 
ers change. 

Let’s analyze our hardware in- 
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dustry today, with its muddled dis- 
tribution system and see what’s go- 
ing on. How’s it affecting each of 
us. 

Metropolitan centers such as New 
York, Chicago, and Philadelphia 
have been the most discount con- 
scious in the country. 

Discount operations are spread- 
ing now to highway locations in- 
stead of being located just in the 
heart of major downtown sections, 
as in New York City originally. 
And it seems we’ve plenty of price- 
conscious consumers, but not 
enough price-smart ones yet, ex- 
cepting on key items in a few 
chosen lines. 

All of us, as businessmen and 
consumers, are intensely conscious 
of discounters. This is largely be- 
cause of what we hear about them, 
or, I suspect, because of what they 
tell us about themselves. 

I’m afraid some of these boys 
are doing a better job of selling 
themselves, as merchants, than they 
do of selling the goods they buy. 

There’s much talk of discounters 
and discount stores. It’s hard to 
escape it. Discounting, of course, 
is a catch-phrase, a mighty attrac- 
tive word today. 

It conjures up the idea of values, 
savings, bargains. But it’s only a 


phrase. Many of us can remember 
the magic effect of still another 
catch-phrase of some 20 years ago. 

This particular phrase, and craze, 
signalled savings to consumers, too. 
It was supposed to revolutionize an 
industry. How many of you remem- 
ber the Cut-Rate drug store? 

What ever happened to it? Why, 
it’s going “discount.” That’s more 
fashionable this year. Only the 
words have changed. 

So today, virtually every new 
shopping center or sprawling de- 
partment store that opens up 
chooses to call itself a discount cen- 
ter or discount store. And the peo- 
ple are mightily intrigued. The 
name performs something of an ad- 
vertising function. 

Formerly, such stores were con- 
tent to call themselves shopping 
centers, or family centers, or some- 
thing similar. Big stores had down- 
stairs — or bargain — basements. 
But this is noe longer fashionable 
merchandising. 


The test of time 


Regardless of what they call 
themselves, all new stores must pass 
the supreme test, the test of time. 

Supermarkets, which have been 
going through a rash of store open- 





for Strength 
. . Economy 
. Versatility 


Just take a ‘‘whack”’ at a Bethlehem nail. Hit it straight on, or even a little off-center. 
It drives true and easy—from first blow to last. It’s a nail carpenters know and respect. 

Order Bethlehem nails in a complete range of styles, sizes, and finishes: bright, 
blued, cement-coated, and galvanized. They’re shipped in sturdy, easy-to-handle, 
50-lb cartons, and convenient packages of 1, 5, and 25 pounds. 

Your regular distributor can give you speedy delivery: Bethlehem nails, staples, 
farm fence, steel fence posts, barbed wire, baling wire, merchant wire, and bolts and 
nuts. Or call the nearest Bethlehem sales office. 


BETHLEHEM STEEL COMPANY, BETHLEHEM, PA. 


Export Sales: Bethlehem Steel Export Corporation 


BETHLEHEM STEEL 


Want more facts? Circle 142, p. 57 





FULLER 


PROFIT 
LINE 


+101 QUICK-SERVICE 
BASIC TOOL DISPLAY 


One of the fabulous 
Turnover Twins!* 


Contains Forged Wood Chisels © Line- 
men's Long Nose Diagonal Cuttin 
Pliers * Files © Utility Knife * Tac 
Puller © Screwdriver Set * Chrome 
Alloy Adjustable Wrenches. Top Qual- 
ity Tools. Unconditionally Guaranteed. 


ORDER TODAY! 
*With #100 Screwdriver Asst. 





Assmt. #10! 





FULLER | TOOL CO., INC. 





"\ 3522 Webster Avenue, New York 67 
Master Tool Makers and Merchandisers 
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CAULKING 
COMPOUND 


In eye-catching foil car- 
tridges, key-squeeze 
tubes, bulk cans 


CAULKING GUNS 


Convenient drop-in or featherlite 
barrel-type precision guns 


CALBAR sells better . 


your jobber. 


. because 
CALBAR is better! It’s the only complete 


line of quality caulking products. Ask 





oe 
SLICK ae 





New Miracle Lubricant 
with Silicones 


Makes Anything Slide Easier! 


1001 USES! Customers need it all over home, 
workshop, garage, office. For drawers, doors, 
screens, cars, hinges, many more! 2 types—bot- 
tle with applicator 59¢ and spray can $1.29. 
Order Mr. Slick today! 


Pre-Sold to 
OVER 34 
MILLION 
READERS 


In Top Magazines 





ings, hectic expansions, etc., are 
finding that this can be a painful 
process today. Why? Because in 
their haste to open new outlets, 
some have improperly researched 
locations. They have expanded for 
the sake of expansion alone and 
opened up in areas already well 
populated with similar outlets. Re- 
sult: No new business, just a thin- 
ner slice of volume for all stores 
concerned. 

Is this happening to discount 
stores? It’s beginning! 

Even if they are low-cost, cinder- 
block buildings, large stores have 
large amounts of fixed overhead. 
This calls for a “floor” of volume 
to meet overhead, and it must be 
a substantial figure. Sometimes 
the figure cannot be met after the 
first flush of opening volume wears 
off. 

Food supers have gone through 
this phase, and it’s beginning to be 
felt in the discount field. 


Another trend is growing 


In all retailing today, there is a 
growing trend toward decentraliza- 
tion. Why? Because there are basic 
differences in what consumers want, 
and what they like, and what they 
will buy. There are differences 
based upon geography, nationality, 
climate, and many unexplainable 
quirks in human nature. 

Department and chain store man- 
agement now recognizes that mass 
marketing calls for local and inde- 
pendent decisions and action. 

You see greater freedom being 
given zone, district, and store man- 
agers in all types of retail outlets. 

Safeway Stores, a major food 
wholesaler, for example, has adopt- 
ed a zone manager plan that lets 
each manager dictate actions, prod- 
ucts and decisions in his area to 
meet local conditions. He can add 
or drop lines and items he deems 
necessary to be competitive locally. 

Now, the problems and needs in 
modern distribution point back to 
the basic function performed by 
distributors. 

No retailer, regardless of catch- 
phrase names such as closed-door 
discounter, etc., has yet found a 
way to eliminate the functions of 


CALBAR, inc 
Philadeiphia 25, Pa. 


Priutelil hacia inde wel 


POPULYR J wholesaling. Everybody must have 
*s a warehouse from which to draw 
goods as needed for retail selling. 


Someone, somewhere performs 


Techni¢al Products 
for over 40 years 


Want more facts? Circle 140, p. 57 
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FISH HOOKS 





MUSTAD 
BEAK HOOKS 








will improve the 
speed, ease and 
volume of your 





IT WEARS IN...NOT OUT! 


fish hooks sales! 





205 GRAPHITE is a dry lubricant that forms a protective, 


Oo. MUSTAD & SON low friction film, penetrating even the smallest cracks. It wears in, 


not out, and is impervious to heat, cold or moisture. 
Manufacturers 205 GRAPHITE . . . the lubricant with a thousand uses . . . is 

Established 1832 available in case lots of 1 and 5 pound packages, 25 pound 
Oslo, Norway drums and 50 pound bags. 


Prices and further information on request. 
Sales Agents 


Ed. W. Simon Co., Inc., 320 Broadway, New York 7 

H. L. Bowlds & Son, 2345 W. 3rd St., Los Angeles 57 THE UNITED STATES GRAPHITE COMPANY 
DIVISION OF THE WICKES CORPORATION * SAGINAW 9, MICHIGAN 
Want more facts? Circle 144, p. 57 Want more facts? Circle 145, p. 57 




















WINTER 
SPRING SUMME 


with the GARDEX line you sell them all! 


GARDEX sells ’round the calendar! Priced for maximum dealer 

profits, GARDEX winter tools have outstanding consumer acceptance. , 4%, 
Their sturdy construction and competitive prices make themsaw*_¥ = 
top values. Do as many volume-conscious dealers are meatal 
doing . . . switch to GARDEX, the complete line 

for year around profitable sales. 


SAVE ON DROP SH|PMEN S$ Ask your jobber or write for 
details on how direct. factory shipment can save you money — make 
you more competitive) earn plus profits ! 


plete catalogs on 


Ne Write for com- 


| te t Is 
Sa eae ITT winter oo 
Hitt 


\ \ a and spring tools 


for early orders’ 


GARDE X 


S01 NORTH CARROLL AVENUE 
MICHIGAN CITY 8, INDIANA 


f SNOW SHOVELS | 
TRAC-MAT CAR-KIT SNOW PLOW SNOW PUSHERS LAWN & LEAF RAKES 
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FE RAINERD 


Ane mocenne. = 


Au Culling nese Ce of 
TUPELO Inlaid KNOBS 


Here’s another fast-selling 
selection of TUPELO KNOBS by Brainerd, 
designed expressly for those who 
want to add a touch of modern elegance to 
furniture, cabinets or doors of 
the louvre, bi-fold or sliding type. 


““Do-it-yourselfers” are ready customers for 
these smartly designed TUPELO KNOBS. 
Stock up now... be 
prepared to cash-in on this highly 
profitable business. 


ORDER THROUGH 
YOUR JOBBER 


Literature and prices on request. 


Made of selected grain-free hardwood. 


Double sanded, extra smooth finish—ready 
for painting, staining or decorating. 


Polished brass finish inlays. 


Inlay is pre-masked to permit easy finishing. 
Just peel off tape after decorating. 


Packaged with washer head screws for 
quick, easy installation. 


Selection of 6 sizes and styles. 





E38 RAINERD MFG. Co. 
EAST ROCHESTER, N. Y. 
Quality Hardware Since 1900 





attractive two-color display board 
No, 2033 (9” x 11%”). Available at 
no cost with initial order. 


Want more facts? Circle 147, p. 57 A 
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the warehousing function and is 
paid for it. Some manufacturers 
decide to do the warehousing them- 
selves, by selling direct. But they 
are, or at least should be, compen- 
sated for this extra function. 

So, these are some facts, some 
circumstances that surround the 
hardwareman today. What conclu- 
sions can we draw? 

First, some dealers, wholesalers, 
and some manufacturers will not 
survive. There’s no doubt about 
that, but then, the inefficient al- 
ways have difficulties. 

Some of those who die are going 
to be members of the growing army 
of discount-type operators. Despite 
what they say, these boys don’t 
have all the answers by any means. 

For example, Grand Union, which 
actively went into non-foods in its 
sprawling Grand-Way Discount 
Centers, made less money last year 
than almost any food chain whose 
figures I’ve seen. A possible ex- 
ception: Colonial Stores down 
South. And they went heavily into 
discount operations in hard goods 
in the past few years too. 

You’ll see some slackening of the 
careless adding of non-foods in cer- 
tain types of outlets, notably food 
supers. Some experts say satura- 
tion has been reached on house- 
wares and the like in food stores. 


More selective on lines 


You’ll find wholesalers becoming 
more selective in the lines, items, 
and sources they use. There will be 
far fewer duplications. 

More wholesalers will take a line 
and “work” it. Some manufactur- 
ers, then, who won’t be able to sell 
the department store or wholesaler, 
will have to sell the discounter. But 
once they make the decision, they’d 
better be prepared to live with it. 

More and more, wholesalers, de- 
partment stores and dealers will 
stiffen their backs and kick out 
lines and sources that try to be all 
things to all people. 

Discounters will be clamoring 
even louder for “name” brands so 
they can use them. By their own 
admissions, discounters have nei- 
ther the power, willingness, or abil- 
ity to build their own consumer de- 
mand. 

Frankly, I think consumers bas- 
ically don’t trust discounters (and 
with good reason, when you’ve 
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better... 


3 ways new... 


NEW! ... Dense-pack media for super efficiency 


. Patented Viscosine dirt catcher 


. Hexachlorophene to fight bacteria 


. Continuous white spun glass media 


. Color code labeling for easy selection 


. Progressive pack to hold more dirt 


ee 











20”x 20"x 1's © 
RED LABEL 


16”x 20”x 1” 
GREEN LABEL 


20”x 25”x 1” 
ORANGE LABEL 


16”x 25”x 1” 
BLUE LABEL 


ALL OTHER SIZES ______—— > 


YELLOW LABEL 


. . . dynamic new filter sales weapon! 


The AMER-glas label color is the key to correct filter size. 
The furnace owner, for example, who uses a 16”x 20”x 1” 
filter chooses the green label. The furnace owner using a 
20” x 20”x 1” filter will always look for the red label .. . 
and so on. All popular sizes of AMER-glas filters are 
now color coded . . . red, green, orange or blue. All other 
sizes are labeled yellow. So, if the customer doesn’t 
remember correct filter size, all the clerk need do is ask 
“what color label?’’. and the sale is made. Color 
coding means no more size hesitancy to scare off buyers. 
Result: impulse buying can multiply your filter sales 
and profits. With the 4 color coded sizes of AMER-glas, 
you can satisfy 75% of all furnace filter needs! 


new premium look 


More bright merchandising appeal is packed in the new 
AMER-glas than ever before in any disposable filter! 
Display them prominently and build more impulse sales. 


Once your customers buy the new AMER-glas, they’ll 
never be satisfied with any other filter! 


bacteria fighting Hexachlorophene 


Nearly everybody knows about the “health sentinel,” 
Hexachlorophene. It’s a great new sales weapon for 
AMER -glas filters! And the new “dense-pack”’ filtering 
media of white spun glass packs more dirt-catching effi- 
ciency per square inch. AMER-glas —the white filter 
— offers your customers so much more yet costs 
no more than ordinary filters. 


MADE BY THE “BETTER AIR” PEOPLE 


Dicteien Ai Litter 


215 Central Avenue, Louisville, Ky. 


BETTER AIR 1S OUR BUSINESS 


Form No. 211-A12-561 Printed in U.S.A. 





shopped some of them carefully). 

Consumers trust the manufac- 
turer whose product they buy in a 
discount house, but not always the 
store where they buy it. 

So, look for the growth of pri- 
vate-brand merchandise by reputa- 
ble retailers. This is especially true 
among lines where manufacturers 
have played ball with discounters 
at the expense of old-line accounts. 

Reputable stores enjoying the 
confidence of consumers can build 
their own brand names. The dis- 
counter cannot. 

[I predict that many well known 
brand names, particularly in appli- 
ances, may become secondary in 
thousands of traditional retail 
stores while new manufacturers, 
under their own names or store- 
controlled brand names, will be- 
come “first-choice” brands. This 


would be a reversal of the relative 
positions as they are today. 


More specialty men 


Another thing to watch: Devel- 
opment of specialty salesmen with- 
in each wholesaler’s force. They 
will sell specific types of products, 
and assist specialty retailers. 

By the same token, dealers will 
tend to become more knowledgeable 
in certain lines, building strongly 
on these and taking what other vol- 
ume happens to come their way. 
Their “image” to consumers will 
be predicated essentially on their 
few strong, key departments. 

How about new items? 

Wholesalers will be willing to do 
more pioneering and creative mer- 
chandising. Exclusive items, or 
lines with exclusive features that 
can be sold without ever-present 
fear of footballing ... these will 
hold greater attraction. 

There will be increasing use of 
variable margins, by both dealers 
and wholesalers. Many in the trade 
have been lax on this point, but no 
longer. 

Low prices on a few key items 
create the right impression in con- 
sumer’s minds. You make your 
profit on the many other items. 
Who among us knows prices, or 
costs, on most items without check- 
ing the invoice? 

If we do not, as professiona! 
hardwaremen, how can housewives 
keep track of thousands of items? 
They’ll know 10, or 20, or 50, may- 


be. But not nearly all. 

Tonight, as an experiment, ask 
your wife the prices of coffee, 
bread, or sugar. She’ll know those. 
Then ask her the price of relish or 
frozen asparagus. There’s a big dif- 
ference between items bought daily 
vs items bought occasionally. 

Use short margins on leaders 
(the daily items), and make up 
profits on others. Discounters are 
leaders in proving that this works 
every day in their stores. They 
have proved the average consumer 


is not nearly as smart as we think 
he is. 

No, the wholesaler is not dead as 
a part of the distribution chain. 
Neither is the dealer, large or small. 
Both are getting smarter, more effi- 
cient and more capable. 

And with this smartness, this 
efficiency, and this capability comes 
a stiffening of the back. It’s needed 
to make some manufacturers live 
up to their sales policies, and to 
kick out those who talk out of both 
sides of their mouths. —End 





1 CHOCLOCPOCHOCLOCLHOCLOCra 
BUILD UP YOUR 


GIFT SALES > 





with this new 
INDESTRO 


| 3-Set Counter Merchandiser 


This versatile self-merchandiser 
is made in eye-stopping colors— 
red, green, black. It is compact 
—only 16” wide by 14” high. Fea- 
tures 3 popular chrome alloy sets in 
14”, 34” and 42” Square Drive. Here 
is a year ’round merchandiser that 
can be set up instantly—even 
away from tool department 
—wherever there is heavy 
traffic. It stimulates im- 
pulse buying of tools as 
gifts for Birthdays, Anni- 
versaries, Fathers’ Day 

and Christmas. 
Write for complete spe- 


cifications and prices on 
No. 5214 Merchandiser, 


FREE GIFT CARDS 


Complete Display Stand and a supply of 
Gift Cards is supplied free with each 
No. 5214 set. 


ALL PURPOSE HOMEOWNER'S KIT 


No. 1480. This is a skillful selection of tools 
that will appeal to the homeowner, sports- 
man and hobbyist. Will handle repairs and 
adjustments on automobiles, outboard mo- 
tors, lawn mowers, bicycles, furnaces, radio, 
television, air conditioning and household 

appliances. Also includes a special Spark 
P ug Holding Socket with oil resistant in- 
sert to protect and securely hold 14 mm. 
spark plugs. 

Duro-Chrome 


aT D SESTRO ae 


PW) Rene Vommen an, 1Cmmene] 4-20), 7 S810), and 


2649 N. Kildare Avenue ¢ Chicago 339, Illinois Duro Power Tools 


Manufacturers of 
Division of 
Duro Metal 
Products Co 


Want more facts? Circle 147, p. 57 
HARDWARE AGE, August 24, 1961 © 83 





iP rofit ite m fo r h uN d i ed c of Hardware still comes 


first in my store 


retailers ... HOW ADOUt YOU? —_—_cominnet srom nave a5 


a big power mower out of my store 
and put it in the trunk of his car I 


: think to myself “times sure have 
Anchor Brand changed.”” This means that I don’t 


Chain Repair Link PEs | have to work as hard either. 
| I’ve always been kind of proud 
Assortment No. 30 of being a hardware man. Seemed 

: to be more like a man’s business 
iieiie onan aetna the ) than running a grocery store, or 
8 No. 2531 Rivet Links, ~ 4 men’s furnishings shop. When 

No. 2531 Rivet Links, eS ~~ hardware merchants first started 

No. 2530 Pivot Links, %’ ode, & : putting in other items like cooking 

sgh meg. pec Pies utensils, electric toasters, and toys, 

Nor 2531 Rivet Links, <<" ‘ 

No. 2530 Pivot Links, : , I sort of resented it. 

: I mentioned this to a friend of 
mine one day and he made the old 
crack, “If you can’t lick ’em, join 
"em. Everybody’s getting into ev- 
erybody else’s business, so why not 
do the same?” 

When I stopped to think of it, 
this was true. There is hardly a 
store of any kind in which hard- 
ware cannot be bought: Drug 
stores, department stores, and even 
grocery stores. From that time on 
I decided to join ’em, and you ought 
to see my store now. You name it, 
I’ve got it. 











It's really not new 


Chain repair links are in demand the year around and retailers have wae: yoo sop to comsiter i, 


. ‘ , merchandising in this country was 
found that to display Anchor Brand links is to sell them. otieinally done in the general store 


Display Box No. 30 contains a popular selection and you can fill that carried almost everything, and 


‘ we have just about returned to that 
out a complete range from open stock of Anchor Brand links. Check mothad-of tena aneretion, Bok with 


with your jobber for your profit-making supply of these always-in- me, I am first of all a hardware 
demand chain repair links. man. 

Sure I carry all the stuff that my 
competitors do, but I think of my- 
self as being in the hardware busi- 
ness. I arrange my stock so that 
the hardware comes first. I adver- 
tise hardware, and I do everything 
I can to get my customers to think 

Lap Link of my place as a hardware store. 
from Ke" throuehe 80". It’s a tough fight, and I feel that 
if I don’t watch it my business 
Cannsetng tiene will begin to take on the appear- 


No. 2530, cast maile- —to rivet interlocking 


able iron, with inter- lugs. No. 2531, cast ance of a variety store. That’s bad. 
locking lugs, sizes— malleable iron, sizes . . 
from %,” through 3%”. from ¥,” through 5%”. To keep getting their hardware 


Also available in drop- NORTH| Qs UDD ea eie in ot business, people have got to think 
rivets, No. 662, sizes ° sizes, %, through 14”. of your store as something special, 
Pena a es Manufacturing Company or you’re just another store on the 
street. Hardware is the back-bone 
of my business. I aim to keep it 


New York * Boston © Philadelphia © Atlanta © Jackson (Miss.) * West Palm Beach (Fla.) « Rochester (N. Y.) © Pittsburgh that way, and keep the customers 
Detroit ¢ Chicago * Minneapolis * St. Louis © Dallas * Los Angeles © San Francisco © Seattle ¢ Montreal © London thinking that way. All the other 
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Swing Links 
Open Closed 





New Britein Connecticut 








stuff I sell I consider as extras. 

Yes, business was a lot simpler 
when I was just a hardware man 
in the “good old days.”” But honest- 
ly, when I think of it, I wouldn’t 
want to go back to them. 

I don’t work as hard, and with 
the present set-up, I make quite a 

















bit more money. Guess I’ll have to 
admit that I never had it so good, 
but my store will always be a hard- 
ware store first, no matter how 
many other lines I have to carry. 

Surely, a hardware dealer ought 
to be changing with the times. He 
has to get a reputation for being 
progressive. He has to give his 
trade a modern, comfortable place 
to shop. And his merchandise and 
prices have to be right. 

Yet, he can never let the tide of 
change sweep aside his basic reason 
for existence: Hardware merchan- 
dising. Every dealer stands in very 
real danger of losing his hardware 
identity when he allows the frills 
and fancies that are no more than 
related lines to dominate his store 
and his thinking. —End 


Dealer solves problem, 
finds new sales angle 


Dealer Charlie Presser, Monarch 
Hardware, Philadelphia, found one 
day that he had more brooms and 
mops than he had storage space. 
He solved the problem and, un- 
wittingly, created a new sales 
gimmick. 

Mr. Presser strung a piece of 
wire high above the back storage 
area just off the sales floor. Then 
he screwed a cup hook into the 
tip of each long handled mop, 
broom, and brush. 

The hooks let him hang dozens 
of mops and brooms out of the 
way, but within immediate reach. 
When he began making sales from 
this stock, he suggested removing 
the hooks. But customers would 
have none of it. 

The trade seemed to like the idea 
of hanging cleaning tools out of 
the way. The customers looked on 
the hooks as a plus feature, and 
at no extra cost to them. 

Now the cup hooks are given 
as a bonus to every mop and broom 
buyer who likes the idea, and this 
is the majority of them. 
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“little things’ 





CO (Lo 


#50 SASH FASTENER 


nwo 
ult 


#146 BALL CATCH 








#340 HANDRAIL BRACKET 


NO. 507-1 
NYLON HOOK 





#507 CLOSET BAR 
AND HOOKS 


HAE-WHC 261 


are importantly big 


‘Little Things’ too, are 
important in BUILDING! 


In your family .. . and in your busi- 


ness, “little things” are importantly 
BIG. 


The little details, and the little acces- 
sories such as builders’ hardware must, 
in quality and dependability be worthy 
of the structures to which they con- 
tribute. 


Your architects and owners appreciate 
this. That is why it pays contract hard- 
ware suppliers to sell the WESSEL line 
of specialties; closet rods, flush pulls— 
sash fasteners and almost seventy other 
WESSEL rustproof specialties. 


Competitively priced and packaged for 
convenient installation. All WESSEL 
hardware has functional design and 
finish; the precision construction that 
assures easy, speedy assembly; good 
appearance and service qualities that 
you can recommend to builders. 


See us in Chicago * Booth 644 National Hardware Show 


a 


AAWESSEL HARDWARE CORP. 
919-931 NORTH FIFTH STREET 


PHILADELPHIA 23, PA. 


~ 





unlocking a worid of new ideaS «es 


A lock opens or 


closes something ...a door, 
a drawer, a closet or an instrument 
cabinet rocketing to the moon. The ‘‘key”’ 
to a good lock is its original basic design and 
the integrity of its materials and craftsmanship. 
Precision Lock, born of the modern space age and 
modern needs, is dedicated to the principle that only 
good locks have everlasting qualities in brand perform- 
ance and reputation. That is the credo of Precision from 
the very first opening of its new, fully equipped plant... 
and in unlocking a world of new ideas with its highly 
advanced program of lock research and development. 
We invite you to inspect Precision’s fine, quality fam- 
ily of locks for every purpose — backed by the skill 
and 35 years’ experience of its maker. Look to 
Precision for the newest in locks—your cus- 


tomers will. 


Write or Call Today for 


Complete Catalog. 


GEORGE FRIEDMAN, 

President 

The company’s guidi 

“star,” actively aneanel 

in lock design and man- 
= agement. Top drawer ex- 
= perience for over 35 years 

me in the lock industry. 
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DAvip L. YorK, 
Vice President 


Precision’s V. P. in charge 
of marketing and sales. A 

th of hardware sales 
management experience for 
many years on wholesale 


_ and retail levels plus ad- 


ministration in builders’ 
hardware. 
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derstand that they do 70 percent of 
their business on time payment. 
They get 18 percent simple inter- 
est. Seventy percent of 18 percent 
is 12% percent earnings on all 
sales. They also have Allstate In- 
surance Co. They can _ operate 
every one of their stores and ware- 
houses at cost of operation. 

The automobile companies that 
have, or have had finance plans, 
have just about managed to put all 
others out of business. Ford was 
forced back into it. Most depart- 
ment stores and variety store 
chains are being forced into it. 

Congressman Emanuel Celler 
(D-N. Y.) has introduced a bill to 
prohibit automobile makers from 
owning finance companies. I think 
a rider should be attached to this 
bill or another bill, introduced to 
make the big mail order-retail, or 
like companies, break up their dif- 
ferent operations, namely selling, 
warehousing, financing and insur- 
ance. 

This would not break up the 
company if they had only to keep 
these operations separately, but 
they should not be able to show a 
loss from one operation and take 
from another to make up the loss. 
If the losses or poor earning occur 
year after year and other opera- 
tions are paying their way, the 
high earning operations should 
have to be operated as a separate 
unit or company with its own op- 
erations. 

I see by the press that the ad- 
ministration is worried about small 
towns disappearing from the na- 
tion. Something to help the small 
business man from big city compe- 
tition by elimination of unfair ad- 
vantages would help more than 
anything else. 

I believe that a bill as I have out- 
lined would do more to bring sta- 
bility to the retail market, than any 
legislation that has been passed in 
some time. 

Yours very truly, 
J. D. Kincheloe 
Owner 
Kincheloe’s Store 
Marceline, Mo. 





Forgotten courtesy 


Dear Editor: 

Business has undeniably been 
poor for the past few months. Why 
then, do manufacturers and dis- 
tributors ignore business’. that 
comes banging on their doors? 

For example: A power tool man- 
ufacturer ran full page ads in sev- 
eral trade journals. At the bottom 
of the ad was the invitation to 
write for further details. I did— 
6 weeks ago. Again two weeks ago. 
Still no details. Naturally, I’m not 
as fired with enthusiasm and desire 
to sell those tools as I was first. 

I wrote to a large lock manufac- 
turer for some semi-technica] in- 
formation about one of his prod- 
ucts. No answer. Not surprising 
since in the past requests for in- 
formation or help with special 
problems have been ignored by the 
same manufacturer. 

Two weeks ago I ordered a prod- 
uct from a distributor, a firm with 
whom we have done business be- 
fore. Today, I not only haven’t re- 
ceived the merchandise, but no 
acknowledgment of the order. If 
they are unable to fill the order, 
common courtesy would dictate a 
reply to that effect, but a follow up 
letter inquiring if our order had 
been received has not been replied 
to. 

True, these incidents are the rare 
exception, but these and two more 
I won’t take time to write about, 
and all in the past six weeks, make 
one wonder if courtesy is becoming 
a forgotten word in business rela- 
tionships. 

Cordially yours, 
L. M. LaBar 
Merit Hardware 
Bethlehem, Pa. 


Bolt stock maintained 


for repair shop owners 


Neighborhood repair shops are 
customers for bolts. That is why 
Brady Deese Hardware Co., North 
Little Rock, Ark., maintains such 
a big stock, in quantity and sizes. 
Mrs. Brady Deese explains that 
the stock grew as engine and ma- 
chine shop owners came in over the 
years asking for different sizes 
needed to make repairs. 
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Make hard cash from softening water 
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Use these proven methods of selling 


water softener salt 


Here are tested selling methods that will help you get your share of this 
fast-growing. profitable market. And how it’s growing! Experts predict 
that water softeners will soon be in as much demand as dishwashers 
and clothes washers! 


Water Softener Salt Center. Build a colorful display of different type 
softeners and the kinds of Sterling Salt products you recommend to 
regenerate them. Creates sure-fire interest. 


Window Displays. Softener salt is a steady, year-round seller. Put a 
display of attractive Sterling bags in your window at least once a quar- 
ter. Attracts new customers. Reminds old ones to buy. 


Advertise Sterling products in your local paper. Softener owners want 
to know where to buy this salt conveniently. Your ad tells them. 

Local Water Softener Sales. Each new owner is a potential customer. 
Check hotels, hospitals, motels, laundries that might have or want 
water softeners. 

Sell the advantages of Sterling Water Softener Salt! In the Sterling 
family of Brine Buttons, Brine Crystals and Brine Kubes, you will find 
a product that regenerates any modern water softener efficiently. 

Put free sales aids to work: dealer sign, dealer ad mats, display mate- 


rial, promotional folders, tags. To get yours, contact your Sterling 
representative or mail coupon. 


INTERNATIONAL 


District Offices International Salt Company 


Department HA-8, Clarks Summit, Pennsylvania 
Please have a Sterling Representative contact me. 
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We make more protit with 
The reason is simple.’ 


says E. J. Elliott, Proprietor 


Elliott Hardware & Appliance Co., Belmond, lowa 


‘One thing makes the big difference. My em- 
ployes have no trouble cutting glass now, since 
I switched to L-O-F. There’s less wastage as a 
result, and more profit. L-O-F is the easiest 
cutting glass I’ve ever tried, and believe 
me, I’ve tried others. With L°O-F window 


glass you can trim off a %” strip without it 
splintering. I wouldn’t use any other brand.” 
L-O-F uses its own exclusive flat-drawn process. 
The result is a better annealed window glass that 
is less brittle and freer from hard spots that cause 
the cutter to skip. Why don’t you give it a try? 


SELLING AIDS FOR 1961 FALL SELLING SEASON 


Order from your L-O-F Glass Distributor (listed under ‘‘Glass’”’ in the Yellow Pages). 


WG-54 Window glass rack sign of 
lightweight aluminum. Bright red, 
blue and white. Size 24’ x 6”. 


WG-24 Acetate decalcomania (red, 
white and blue) for store window or 
door. Size 10” x 5%”. 


Lo, 
GLASS 
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WG-2 Press-sure-seal® envelope for 
small items such as glazing points, 
etc., sold across the counter. 5”’ x 3”’. 


coe 
x 


WG-20B Booklet on selling window 
glass; ways to stock and merchan- 
dise it; glass-rack designs. 16 pages. 


WG-23 Do-it-yourself stuffer tells 
customers how to replace window 
glass. Attractive. Two colors. 


WG-3 New acetate sign, 20" x 24”. 
Kleenstik®, top and bottom, for easy 
application on window or door. 


LIBBEY-OWENS-FORD WINDOW GLASS 


The glass that cuts easier, snaps clean 
TOLEDO 1, OHIO 
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Popular new rakes 


Green Thumb 
x 


* 


No. LC 36 
YARDWIDE LEAF COMB 


Sells itself to customers who already own conventional 
broom rakes as well as to new rake prospects. Rakes a 
yard-wide swathe. Light and strong, with famous 
“Lawncomb” easily replaced teeth that need no pliers 
to change. Triple-riveted socket, bead-reinforced head. 
Ash handle. Green Thumb quality — fully guaranteed. 








6” WIDE SHRUB COMB 


Just the rake to get under dense, low-cut shrubbery, 
hedges, flower beds, and into hard-to-reach corners. 
Light and strong, with famous “Lawncomb” easily re- 
placed teeth that need no pliers to change. Triple- 
riveted socket. Ash handle. Green Thumb quality — 
fully guaranteed. 


ORDER 
TODAY 
FOR THIS 
FALL’S 
SELLING 








THE UNION FORK & HOE CO. 


500 Dublin Avenue, Columbus 15, Ohio 
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HARDWARE AGE 


WILLIAM T. BECK, 

owner of Beck Bros.’ 

Hardware, Medina, Ohio, 

is observing his fiftieth 

year as a hardware re- 

tailer this year. Mr. Beck 

has been in business at 

his present location in Me- 

dina for 40 years. Mr. 

Beck is a past president 

of the Medina Chamber of 

Commerce and is a mem- 

ber of the Odd Fellows 

Lodge No. 26. He is a 

member of the First Christian Church of Medina. 

Mr. Beck and his wife will celebrate their fifty- 

ninth wedding anniversary in October. His hobby 

is fishing. Mr. Beck has been the recipient of 

several awards marking his 50 years in the hard- 
ware industry. 


EDWIN H. TEAGUE 
has spent his entire hard- 
ware career, totaling 53 
years, with Teague Hard- 
ware Co., wholesaler at 
Montgomery, Ala. Mr. 
Teague started working 
as a salesman with Teague 
Hardware in 1908. He 
became vice-president of 
the company in 1915, still 
retaining his sales posi- 
tion. Mr. Teague held this 
position until 1940, when 
he was made secretary-treasurer. Then in 1955 
Mr. Teague was elected president of the company, 
the position he now holds. Mr. Teague has three 
sons, one nephew and one grand nephew asso- 
ciated with him in the hardware industry. His 
hobbies include hunting and reading. 
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BUY THESE 5 TOP-MONEY PATTERNS... 


TOP-MONEY PAT- 
TERNS make up the 
new CON-TACT TOP T-3 
Assortment—Your TOP- 
MONEY PACKAGE for 
Fall! Here’s the line-up 
of patterns in this 36” 
wide heavy-duty vinyl: 
36° WIDE 8114 Woodgrain, 8150 

Grey Pearl, 8154 Grey 


| | ETM | Shorr uaanc CONANT TOP BRINGS IN glass 
z [— j FOR EVERY FIVE ROLLS SOLD! 
| GET THIS BIG-DEAL BONUS— 


| Dealers just mail in gift certifi- 
: cate to get a precision-built 
.. j pocket-sized portable radio — 
. f sound-engineered, two-transis- 
; | tor, complete with battery, mag- 
: . netic earphone, and ee 
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8 (5 4 An advertising credit certificate worth 


$10.00 will be packed in every carton, 
with a CON-TACT TOP ad mat. EVERY 
CON-TACT TOP DEALER WHO RUNS 


"i THIS CON-TACT TOP AD WILL RE- 

H CEIVE A $10 MERCHANDISE CREDIT 

AD WHEN HE SUBMITS HIS AD TEAR- 

| SHEET AND THE $10 CREDIT CER- 

: CREDIT TIFICATE TO HIS DISTRIBUTOR! 

A full kit of CON-TACT TOP dis- 

play material is packed right 

into each TOP-MONEY CAR- 

TON — to help show and sell 











more of this nationally adver- 
tised best seller. 


SPECIAL 
DISPLAY KIT 


IT’S YOUR 2ND BIG DEAL FROM Lan-Jact’ 
WORLD’S FASTEST-SELLING LINE OF SELF-ADHESIVE PLASTICS 





V/on? more facts? Circle 156, p. 57 
HARDWARE AGE, August 24, 1951 @ 91 





Convention 
Calendar 


——Convention Check List —— 


For complete details about the con- 
ventions and shows listed below, see 
the alphabetical listing starting on 
page 86, Aug. |0 issue. The next com- 
plete listing will be in the Sept. 7 
issue. 





August 
28-29 Walter H. Allen Co., Inc., An- 
nual Stockholders’ Meeting & 
Merchandise Show, Dallas, Texas. 
29-31 Allison -Erwin Co., Fall Hard- 
ware-Housewores Show, Chaor- 
lotte, N. C. 


September 
3-5 Stratton & Terstegge Co., Fall 
Merchandise Show, Louisville 


Ky. 

3-6 Beck & Gregg Hardware Co. 
Fall Merchandise Market, At- 
lanta, Go. 

Florida Hardware Co., Open 
House & Merchandise Show 
Jacksonville, Fla. 

Bigelow & Dowse Co., Silver 
Anniversary Dealer Show, Need- 
ham Heights, Mass. 

Franklin Hardware & Supply 


because Co., Annual Convention & Mer- 

se 8 C chandise Fair, Warrington, Pa. 
-20 North Dakota Retail Hardware 

HINDLEY Pp! 7 PA KS Assn. Convention, Fargo, N. D. 
-24 Conron, Inc., Dealer Show, Dan- 


ville. itl. 


let customers see exactly what they want! Gon Annual ‘Stoctholders’ Meat 


ing, Warrington, Pa. 


Here is the most modern, profitable way to merchandise bright wire. In 

pre-packaged, pre-counted, PIC-PAKS. “See-thru” tops let customers nies ae 
recognize Hindley quality at a glance. Let them choose exactly what cago. 
they want, too! From a selection that includes everything in bright wire 15-18 National Builders’ Hardware 


Convention, Miami Beach, Fla. 
for house, workshop and garage. 20-22 Eastern Lawn, Garden & Allied 


' | Products Trade Sh New York 

For you, Hindley PIC-PAKS also cut | a ee ae 
inventory time and speed turnover. 
And full mark-ups build your profits ji gin OD React ger SOO ae ote eee ee <i 
faster! im (ror an me a ey sale Hardware Assn.—Nationa 
Aid ide Seite Assn. of Sheet Metal Distribu- 

Your wholesaler has PIC-PAK rack owe - <| = Sle Es. ol ink omld apenas 
refills and new assortments ready for lr ee eee -30 L. J. Kingsley Co., Inc., Dealer 


Show, Johnson City, N. Y. 
! ; y, 
you. Order enough today! Hardware Wholesalers, Inc. 


Bh ih "Se hn abe. Annual Convention, Merchandise 

FILLS ALL BRIGHT WIRE NEEDS. ae ae Je eee tg omg sr ene Meet- 
i a i ee :  / ing, For ayne, ind. 

Hindley PIC PARK Assortment No. 36. A eae) a) dad od dasa” | een ig e Saghl aie sapaee well See 
Needs only 16” x 20” wall or counter Loo, A ee RE RS Te | Nov. 10 Convention, Spring Goods & 
space. Holds 216 units of the 36 most os) j= | TMM ee | re Fishing Tackle Show, Chicago. 
wanted items, all in PIC-PAKS. {Includes Tq (95) itn item (thee oe ef r - " M. S. a Sg a ee 
screw eyes, cup hooks, screw hooks, cur- aay ) C ov. ye peta “sal er Con- 
tain rod hooks, shoulder hooks, and 


clothesline hooks — plus many others! 


Hardware Show, Chi- 


PIC-PAK 


American Hardware Manufac- 


«x : 22-25 Atlantic City Convention of 











November 
18-20 Retail Paint & Wallpaper Dis- 
tributors of America, Inc., An- 
nual Convention & Trade Show 


HINDLEY MANUFACTURING COMPANY = Detroit 


For complete details about conventions 
dley Cumberland, Rhode Island and shows listed above see the Aug. |0 


issue of Hardware Age. 
WIRE HARDWARE COTTER PINS > PLUMBING SPECIALTIES 
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+ STERLING'S 
“DIAMONDS-FOR-DEALERS” 
LINE OF PLUMBING BRASS 


is made for the 


Plumbing Repair and Replacement business is big Hardware busi- 
ness these days. Actually, Plumbing Brass can account for as much 
as 34% of your total volume! Stocking is easy . . . there’s no obsoles- 
cence .. . turnover is rapid. 

For complete satisfaction, stock Sterling’s “Diamonds-for- 
Dealers” line of Plumbing Brass! Our folder describes these fast 
moving items — send for your copy today. 


COMPLETE LINE OF BATH TRIM, LAVATORY LEGS AND TOWEL BARS, LAVA- 
TORY FITTINGS, LAUNDRY TRAY TRIM, SINK FITTINGS, LAWN FAUCETS, 
BOILER DRAINS, VALVES, SINK STRAINERS, TRAPS, FLEXIBLE SUPPLIES 


aap a= [|] a 





“Where Qwulity te. o eae - STERUNG FAUCET COMPANY 
Produced in sunset ci _ | Morgantown, W. Va. 

Please send folder ; ‘Hardware Group of 
Plumbing Fittings” 


STERLING | o. 


MORGANTOWN, WEST VIRGINIA 
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How’s the Hardware Business? 





2nd quarter business ends strong: 
consumer spending continues rise 


In brief: Business continued strong throughout the 
second quarter and into the third. Sharp increase in 
wages and salaries has added momentum to consumer 
Spending, and industrial production continues at a 




















higher level than a year 





ago. Steel output slacked off 





in June after May high as auto manufacturers began 





changeover. Construction shows further gains in both 





public and private areas. 





Retail sales total in June was 
$18.9 billion, the highest mark 
since last year’s holiday season. 
Consumers are now spreading their 
purchases over a wide range of 
goods and are making inroads on 
big-ticket items. Consumer credit, 
chief indicator of big-ticket sales, 
rose nearly $400 million in May 
and was more than $1 billion 
higher than a year ago. 


swing, consumers are making re- 
payments at a quicker pace than 
before, leaving them with more 
open-to-buy. This should serve to 
stimulate further sales of staple 
items. Consumer prices edged up 
in June, after dipping slightly 
during May. 

Sales total for the wholesale 
trade rose $200 million in June and 
was $300 million higher than a 


sales were off slightly in May. 
Wholesale prices continued to re- 
cede, and are down nearly 1 percent 
from last year. 

Personal income surge is the key 
element in the consumer spending 
rise. Personal income total during 
June was $416.7 billion, at an an- 
nual rate, the highest it has ever 
been. Most of the increase was in 
wages and salaries, which rose 
from $277 billion in May to $280 
billion in June. Other areas of in- 
come expansion were government 
payrolls, social security benefits, 
farm income. 


Production advances 


Industrial output continued to 
advance throughout the second 
quarter. Federal Reserve Board’s 
industrial production index in June 
shows production slightly better 
than a year ago. 

The rise in industrial produc- 
tion has kept suppliers busy, with 
new orders for industrial supplies 


and machinery jumping sharply in 
June to rise above orders a year 
ago. 

Steel output rose to a peak in 


While credit buying is on the up- year ago. Hardware wholesalers’ 


> Key business indicators at a glance 


These key business indicators give a quick picture of general business June and leveled off in July. Total 
trends. This information is the latest available. Reference numbers in ©Utput remained higher than a 
parentheses after each item tell which is the “latest month.” For — ago, however. Steel slack was 
example: (1). = Jules (2) = June: (3) = Mew. anticipated as auto manufacturers 

began to key up for 1962 models. 

Auto industry anticipates a 
sharp increase in sales this fall 
when new models are out. Advance 
in personal income lends support to 
expected auto gains, since new car 
sales are usually in line with in- 
comes. 


® Retail Trade 


LATEST 
MONTH 


($ million) 240 

($ million) 1,141 

($ million) 18,962 
(units) 539,858 

. (1947-49 — 100) 127.6 


MONTH 


Hardware store sales (2) 
Department store sales (2) 

All retail store sales (2) 
Factory car sales (3) 
Consumer prices, all items (2). 


® Wholesale Trade 


Hardware wholesale sales (3) 
All wholesales (2) 
Wholesale prices, all items (3). 


Construction total up 


...($ million) 202 
($ billion) 12.1 
. (1947-49 — 100) 119.0 


Construction continues to make 
gains, as total new construction 
during July exceeded June’s total 
by $100 million and was nearly 
$300 million higher than last year. 
Greatest increases were in multi- 
family dwellings and highways. 

Private residential construction 
in July dipped $58 million from 
June’s total, but was about $30 mil- 
lion higher than last year. This is 
the first time in more than a year 


® Industrial Supplies 
New Order Index (2) 


(1948—100) 


® General Barometers 


Total personal income (2) ($ billion) 416.7 413.2 404.4 
Wages & salaries (2) ($ billion) 280.0 277.2 273.2 
Farm income (2) ($ billion) 13.0 12.9 12.7 
Industrial prod’n (2)...(FRB index-1957=—100) 110 108 109 
New construction put in place (1)..($ million) 5,433 5,362 5,168 
Residential construction (1) ($ million) 2,122 2,180 2.093 
Consumer credit outstanding (2) ($ million) 54,786 54,390 53,662 that residential building total was 
Electric — output (3) ....(million kw-hr.) 71,032 68,289 £67,982 higher than year-ago figure. Pri- 
Business failures (2) 1,403 1,545 1,334 dition 4 

Steel output, index (1) (1957-59 —100) 99.7 106.2 81.6 vate building gains may be short- 
Steel prices (1).. (composite mill base-¢ per Ib) 6.196 6.196 6.196 lived, however, since current up- 
swing in demands for money is ex- 
pected to cause interest rates on 


loans to rise again. 


SOURCE OF DATA: U. 8. Dept. of Commerce, except Industrial Supplies and Machinery 
New Order Index by American Supply & Machinery Mfrs. Assn. Business failures by 
Dun & Bradstreet, Inc. Factory car sales by Automobile Mfrs. Assn. Steel output index 
by American Iron & Steel Institute. Steel prices by The Iron Age. 
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VOLUME LEADER ADDS AEROSOL CONVENIENCE; 
CASH IN ON BIG SALES OF SMALL JOB ENAMELS.... 


cesta ane umn ast Per?) ny 
Bs sshoagr rN 


08 = 0 3 MUONS no 
OO" geee-tke 





wit 


® DRIES IN JUST 2 MINUTES 


PRE-TESTED, ATTRACTIVE DISPLAY ® MATCHLESS QUALITY NOW WITH 
Gravity-fed, quality-built, special all-metal INSTANT SPRAY CONVENIENCE 


merchandiser is easily serviced by your job- Now! The convenience of aerosol added to MET- 


ber. And you, don’t tie up inventory dollars , . 
unnecessarily. RE-ORDER IN 6-PACKS — six L-NAMEL, the quality small job enamel that has 


cans of a single color, to keep your stock sold over 40 million jars. The same superb paints, 
current. EASIEST RE-ORDER EVER! 
the same dazzling, sure-to-sell colors, in handy 


GET YOUR MERCHANDISER WITH junior size aerosols. Instant drying, too, from 


INTRODUCTORY ASSORTMENT spray application to ceramic-hard finish in just 


Write today, or ask your jobber 
for complete details. 





two minutes. 


SPECIAL 





Colorfully packaged, pocket-change priced, 
Rr non-toxic Instant Spray MET-L-NAMEL is perfect 
‘ for indoor and outdoor painting of wood, metal, 


Double your chances to sell. Team the ; +4: . 
ao et el tocar ereragy A~ Se yy pea glass, plaster, china and composition materials. 


chandiser with a display of the 2-oz. 
jars of MET-L-NAMEL, world’s best sell- 
ing small job enamel. 








ILLINOIS BRONZE POWDER CoO., INC. TLLBRONZe 


2023 South Clark Street © Chicago 16, Illinois 


Want more facts? Circle 159, p. 57 
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here’s where 


off in EXTRA PROFITS! 


The old saying—“Them who has— 
gits,” certainly applies to the pro- 
gressive dealer who stocks and sells 
the UNION line. He gives customers 
what they want... gets extra dollar 
volume, extra profits in return. 


Dealers wise find it pays to UNION- 
ize with the most complete line of 
all-steel chests available today in 
sizes and styles to meet all customer 
requirements. How about you? 


7817 MECHANICS’ 
TOOL BOX P 


41011 CASH 
and BOND BOX 


<4U-12 
PARTS 
g CABINET 


JOBBERS! 
DEALERS! 
Write for 
Catalog 
and 
Prices 


MT-7 > 


UJ N | 0 N STEEL CHEST CORP. 
Want more facts? Circle 160, p. 57 
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Consumer Mailers 
New Wholesalers’ Aids 


for Dealers’ Use 


28 wholesalers to use 
Val-Test holiday mailer 


Twenty-eight members of the 
Val-Test Hardware Group, a divi- 
sion of Meyer Merchandising Serv- 
ice, Inc., Chicago, will provide their 
dealers with a Parade of Holiday 
Values broadside for Christmas 
promotions. 

The 4-pager is printed in four 
colors, features 59 items, and has 





coupons on each page to generate 
store traffic. Most items are pro- 
motionally priced. 

Merchandise in the broadside 
was selected by the participating 
wholesalers at a semi-annual meet- 
ing. Distribution of the mailer will 
begin in late October with about 2 
million copies. 


Allied Western offers 
6th Gadgetfare tabloid 


Allied Western Distributors, Inc., 
San Francisco, is offering its deal- 
ers the sixth in a series of consum- 
er mailers featuring housewares 
and household gadgets. 

The Gadgetfare tabloid is in four 
pages, printed in four colors. It has 
81 items. Sixty items are featured 
at 88¢; 10 at 77¢; the rest at $1.88, 
$2.88 and $3.88. Also includes a 
coupon giving customer a choice 


of either of two housewares items 
at a special price. A mystery gift 
coupon on the front page entitles 
customer to free gift from the 
dealer. 

To encourage dealer participa- 
tion, 90 percent of all merchandise 
included in the tabloid allows deal- 
ers full mark-up. 


Wholesaler’s garden show 
builds dealers’ prestige 


Here’s an excellent example of a 
wholesaler and dealers working to- 
gether on a public service program 
that builds goodwill for the hard- 
ware trade. 

Dues, Inc., Dayton, Ohio, whole- 
saler, sponsors a local television 
program called Garden Party. The 
show is done in cooperation with 
the Miami Valley Educational Tele- 
vision Foundation. 

Each Sunday a topic of general 
interest in the areas of gardening, 
lawn care and outdoor living is 
tackled on the show. Each program 
is presented live, and area retailers, 
nurserymen, and manufacturers’ 
representatives participate in giv- 
ing demonstrations. 

Herm Zitt, Dues’ vice president, 
said, “We sincerely felt the pro- 
gram would stimulate strong inter- 
est in lawn and garden care and 
the letters we received from view- 
ers proves it does. We also find 
that it is providing a helpful com- 
munity service which is building a 
great deal of goodwill for area re- 
tailers.”’ 

The first program was presented 
June 4 and programs will continue 
through Sept. 17. The programs 
last one-half hour. 


SBA loans are awarded 
to five hardware firms 


The number of small business 
firms receiving financial assistance 
from the Small Business Adminis- 
tration continued to rise in May 
when 511 business loans were ap- 
proved. April’s total was 501. 

Hardware firms receiving loans 
included: A Kansas dealer, $5,000; 
another Kansas dealer with two 
employees, $28,000; a Nebraska 
wholesaler with six employees, 
$13,900; a South Dakota dealer, 
$15,000, and a Wisconsin dealer 
with three employees, $25,000. 





WINNER 











T ENGINEERING’S 


EW! DISSTON DIRK ‘'4” DRILL 


Cs PROT Oa 8 


Three amps of powe 


The Dirk drills straighter. it has a 
full-hand grip directly in line with 
the bit. Your customers can drill 
straighter, apply more muscle on 
tough boring jobs and eliminate 
the wobble that breaks bits and 
makes oval holes. And it’s the 
only drill with a built-in chip 
blower to keep work free of chips 
and dust. 


Memorae 





TT 


More power with the Disston Dirk. 
it has a full 3-amp motor (1800 
rpm) with Spiroid® gearing. It’s 
one of the most powerful drills in 
its price class, develops over '%4 
hp. Spiroid gears have more teeth 
in simultaneous contact than any 
other right angle gears. And 
they're smaller (comparatively), 
stronger and more efficient. 





Put the New Disston Dirk in your customer’s hands for just 30 
seconds and you’ve made a sale. Contact your local wholesaler 
or write to Disston Division, H. K. Porter Company, Inc., Room 
317 Porter Building, Pittsburgh 19, Pa. The Dirk retails for 
$30.00—only a nickel more than the next best drill. 


il 


DISSTON DIVISION 
H. K. PORTER COMPANY, INC. 


Exclusive! A stand-up base. It's 
the only drill with a stand-up base 
—makes it easier to change bits. 
Drill bits won’t break or bend 
when the unit is put aside—it’s 
always in an upright position. And 
the Disston Dirk also has a three- 
wire safety cord. 


The Dirk is the latest addition to 


r for the toughest jobs! 


Soa os 
carter Nae tan ae 


Sneaks into corners, between 
joists. An offset motor and a re- 
cessed Jacobs chuck give the 
working end the slimmest profile 
available. It works closer to floors 
and ceilings. Note bit clearance 
required by conventional drills. 


Disston’s line of quality power tools including: 


CIRCULAR SAWS - SABRE SAWS - ELECTRIC HEDGE TRIMMER 


Watch for others! 


Want more facts? Circle 161, p. 57 
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It's the talk 


of the trapping trade 


Victor Conibear 


Since its introduction in 1957, the rev- 
olutionary Victor Conibear has be- 
come the “hottest” trap on many 
dealers’ shelves. These dealers are 
getting BIG sales, BIG profits, and 
BIG repeat business. 


Are you cashing in on the high profit 
margin of Victor Conibear traps? If 
not, learn the facts now about this 

ees amazing trap. 








Victor Conibear + 110 has been field- 
tested and approved by professional 
trappers in the U.S. and Canada. 
Specifically designed for muskrat, 
mink, opossum, skunk, weasel, and 
similar size animals, the #110 was 
awarded a “Certificate of Merit” 
from the American Humane Associa- 
tion—the only trap ever so honored! 


Designed exclusively for mink, the 
Victor Conibear #120 guarantees a 
good, clean pelt every time! 


For beaver, otter, and similar size ani- 


mals, the Victor Conibear # 330 is the 
most effective trap ever developed. 


Ask your wholesaler for Victor Coni- 
bear traps. And for the most complete 
line of profit-making leg-hold traps, 
look to Victor, too. Your wholesaler 
will be glad to help you plan a com- 
plete Victor display. 


ANIMAL TRAP 
Lititz, Pa. ° 
Niagara Falls, Ont. 

Want more facts? Circle 162, p. 57 
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COMPANY OF AMERICA 
Pascagoula, Miss. 


| writing on how they 





Promotions 
Manufacturers’ New 


Promotion Plans 





_ Woodhill promotes contest 


through consumer magazines 
Woodhill Chemical Co., Cleveland, 


| Ohio, will promote a $10,000 con- 
| sumer contest with ads in the Sep- 
| tember issues of Popular Science 
_and Family Handyman, 


and Sep- 
tember and October issues of Life, 


Good Housekeeping and Popular 
Mechanics. 


Consumers enter the contest by 
used any 
Duro-Plastic repair product. En- 
tries must be accompanied by a por- 
tion of the product’s label. Prizes 
will include color television sets, hi- 
fi sets, transistor radios and assort- 
ments of Woodhill’s fix-it products. 

Dealers can also get a contest kit 


_ with counter display cards, entry 
_ blanks, 


window banners and ad- 
vertising mats. Dealers are also 
eligible for prizes, and duplicate 
prizes will be given to dealers who 


_ are the source for the first 25 win- 


ners in the contest. 


Comet has dado special 
for consumers, dealers 


Comet Mfg., a division of Siegler 
Corp., Pasadena, Calif., has a dado 
special that benefits both consumers 


and dealers. Four national consum- 
er magazines 
_ offer in September. 


will announce the 


Customers purchasing the Comet 


6 or 9 in. Quick-set Dado will re- 


ceive a certificate entitling him to 


_ free sharpening of his dado for 
| the life of the blades. 


The promotion is available to 


| dealers placing an order for six 
or more dados. Dealers get an ex- 


tra 5 percent discount in all quan- 
tity brackets, and cumulative dis- 


counts for all orders placed before 
Oct. 5. 


Weller offers dealers 
direct mail promotion 


Dealers are being offered a di- 
rect mail campaign that features 
consumer prizes. The offer is being 
made by Weller Electric Corp., 


“SS Sell More 


> Expansive Bits 
| with this 


ee \ 
pee \ 
~ % N 
he <\ 
a Fs ‘ ; 


VISUAL 
PACKAGE 


-\ for 
/Va\ open 
\\ counter 
\ display 


This ONE Bit 
Bores ANY 
HOLE SIZE 
from 7%" to 3” 


Conn. Valley likewise furnishes an Expan- 
sive Bit cutting holes as small as ; 
also extra cutters boring up to 5" 

Conn. Valley Expansive Bits made with ma- 
chine shanks for power drills. Consult your 
jobber's catalog for order numbers. 


tHE CONNECTICUT VALLEY mec. co. 


CENTERBROOK 7, CONNECTICUT 
Want more facts? Circle 163, p. 57 








rol-O-valve 


TOILET TANK BALL 
GUARANTEED TO 


STOP 
TOILET TAN 
LEAKS 


@SEATS IN DIFFERENT 
POSITION EACH TIME 


@NO TOOLS REQUIRED 
@SELF THREADING 
@ ACID RESISTANT 


@ GUARANTEED 
5 YEARS 


Rol-O-Valve is a vinyl plastic device 
guaranteed to stop tank leaks. 
it’s New—It’s Different—It Works 
and It Sells. Returns good profit at 
a suggested retail of $1.00. 

Sold through leading distributors, 
if your present source cannot sup- 
ply write or wire — 
ROL-O-VALVE SALES 
BOX 167 - AMERICUS, GA, 


Want more facts? Circle 164, p. 57 
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| IN THE NYLON 
1 CORD BUSINESS 


® The Easy Way 

® The Low Inventory Way 
® The Low Cost Way 

® The Packaged Way 

® The High Profit Way 





1 100% NYLON & 
BRAIDED CORDB 
RACK . 


That's right...here is an 
easy, low cost way to get into 
the highly profitable Nylon 
Cord business. This rack is 
only 24 inches high and takes 
up less than 1 square foot of 
floor or counter space. Cord 
is one reel each of 1/8”, 
3/16", 1/4” and 5/16”, Rack 
is FREE with order for 4 or 
more spools. 


Ask your jobber about it... 


Kine 


wt. 


Want more facts? Circle 165, p. 57 


| wrappers are free, 
| $14.95 for sets which have retail 
_ value of $25. 
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John H. Graham & Co. Inc. 
105 Duane St., New York 8, N. Y. 


Easton, Pa., to promote the Model 
77 Weller sander. 

Weller supplies dealers with free 
- mailing pieces imprinted with a 
serial number and dealer’s name 
and address, plus a large poster 
bearing winning number. Card 
holders present their card to deal- 
er and the serial number is checked 
against winning number. Winners 
receive a Model 77 sander. The 
sander is also furnished free for 
the promotion. 

The promotion will be supported 
with ads in Life, Saturday Evening 
Post, Popular Mechanics, Popular 
Science, and in local newspapers in 
major trade areas. 


_ Wear-Ever has a special 


on 1-qt aluminum molds 


Four l1-qt molds will be_ spe- 
cially priced at 99¢ each in a Sum- 


_mer and Fall promotion by Wear- 


Ever Aluminum, Inc., New Ken- 
sington, Pa. The molds are regular- 
ly priced at $1.29 in the East and 
$1.39 in the West. Items include 
a melon mold, petal mold, spiral 
mold and cloverleaf mold, all in 
copper color. 

A three color, corrugated display 
unit is included with each order. 
The unit holds up to 156 pieces 


of each mold. 


Hanson has two specials 
on Christmas gift items 


Dealers can get two promotion 
items from Henry L. Hanson Co., 


| Worcester, Mass., for use as Christ- 


mas gift items. 
No. CP4112 features Hanson’s 


No. 113 Drill Set containing 13 
| high-speed steel drills from 1/16 
| to % in., in a drill case. Deal con- 
| tains four sets, one set mounted on 
an 11x 14 in. display which can be 


hung or used on countertop. Each 


set has an attractive 3-color dis- 


posable gift wrapper. Display and 
dealers pay 


No. CP614 features the No. 614 
Ace Super-Set of taps and dies. 
Set has 39 top quality taps, dies 


_ and related tools in a polyethylene 
case. Also includes 3-color insert 


in top of case. Dealer cost is $16.77, 
a saving of $1.20 on each set. Sug- 
gested retail price is $27.95. 











in Professional 
WORKSHOPS 

you find Kerr 

PIN-UP HOOKS! 


in thousands 
of HOMES 
you find Kerr 
PIN-UP HOOKS! 


—_—————+4+ 











in profit conscious 
STORES 
you find Kerr 


PIN-UP HOOKS! 

* 

(they’re Self-Locking) 

No wonder you find so many profes- 
sional workshops using PIN-UP’s.. . 
they do the job right! Pin-ups are the 
original self-locking hooks (Pat. No. 
2,872,145). Bi-level construction 


locks the hooks on two levels—they 
can never fall out, twist or turn. 


Customers return again and again to 
buy more of these zinc-plated beau- 
ties. Stock up now—Pin-up’s sell! 


NEW! 3 Color 
Bubble and Card  « 
Packaging 


FREE! 


DISPLAY 
(30’x67"x16") 
with D-50 
ASSORTMENT 


From Leading Distributors Everywhere 


+ THE KERR WIRE 
L PRODUCTS CO. 


933 North Cicero Avenue 
CHICAGO 51, ILLINOIS 


Want more facts? Circle 166, p. 57 
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Stock the one 
all purpose 
water seal 


{’ 
Nd n 





Proved by home owners 
— contractors 


widely advertised 


MOISTURE PROOF WALLS, 
CEILINGS, FOUNDATIONS 
Wood - Tile «+ Stucco «+ Masonry 
Concrete « Shingles « Painted 
and unpainted surfaces 
Prevents dry rot, efflorescence, 
water stains « Retards dampness 
in basements + Lasts five years 


OUTDOOR USES 


Keeps moisture out of camping equip- 
ment, awnings, convertible tops, garden 
furniture, pads, planter boxes, boots, 
shoes, any porous material 


Easy to apply by brush, spray or roller. 
Deep penetrating. Colorless. 


Excellent concrete curing and sealing 
agent. Proved bond breaker for pre-cast, 
tilt up and lift slab construction. 


Order from your wholesaler or Thomp- 
son distributor. Ask about free perma- 

nent display fixture to speed up sales, 
save inventory. 


Write for complete information end name of 
distributor nearest you. eoee 


og 


MANUFACTURERS OF FINE PROTECTIV 
CHEMICALS SINCE 1929 
E._ A. Thompson Co., Inc., Merchandise 


Son Francisco 3, Californie 





ousto St. 
Philadelphia « New York City * 
Cleveland * Factory: King City, California 


Want more facts? Circle 167, p. 57 
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Bridgeport is offering 
wrench special in Fall 


During September and October, 
dealers can buy two wrench assort- 
ments at special discounts from 
Bridgeport Hardware Mfg. Corp., 
Bridgeport, Conn. 

No. 590 Hy-Bar set consists of 
five offset, open-end wrenches 5/16 
to % in. No. 605 Combination 
wrench set has five combined 12-pt. 
box head and offset open-end 
wrenches 7/16 to %4 in. Sets are 
packed in plastic window pouches 
for wall or counter display. 


Mirro has price specials 
on two pantryware items 


Mirro Aluminum Co., Manitowoc, 
Wis., is featuring reduced prices 
on two items in its new line of 
pantryware from September 
through December. 

Items include a 4-piece canister 
set, regularly $4.95, special $4.44; 
and a cake carrier, regularly $10.95, 
special $8.98. Both items are offered 
in either sandal-tone or copper-tone 
finish. 


Farm pump shipments rise 
12 percent during June 


Factory shipments of domestic 
water systems totaled 78,532 units 
in June, 12 percent higher than the 
70,055 units shipped in May, ac- 
cording to the Dept. of Commerce. 
Deep-well systems accounted for 
13,132 units shipped; shallow-well 
26,817 units; convertible jets 25,353 
units, and submersible pumps 
13,230 units. 


Factory paint shipments 
dip 2% below last year 


Factory shipments of paint, var- 
nish and lacquer totaled nearly 
$170 million in May, 2 percent be- 
low May 1960, according to gov- 
ernment figures. May production 
of 58 million gallons was about 
6 percent less than last May’s out- 
put of 62 million gallons. 


Failures rise sharply 


Commercial and industrial busi- 
ness failures jumped to 406 in the 
week ended Aug. 3, reports Dun & 
Bradstreet. Total was 319 the pre- 
vious week, and 269 during the cor- 
responding week of 1960. 





Bleltiiok 
WRENCH 


Loosens Rusted Bolts, 
nuts, 
screws, 


OVER 22 MILLION 
NATIONAL MONTHLY 
ADS PRE-SELL IT 
FOR YOU! 


At Wholesalers Everywhere! 
RADIATOR SPECIALTY CO. 


CHARLOTTE, NORTH CAROLINA 
Want more facts? Circle 168, p. 57 

















( WRITE FOR YOUR m FREE: 


Jf Complete Newest Set 
of Key Board Tags 
Colorful Streamers 


V thot Will Brighten Up \{ 
Your Store ) 
Vv New Edition of m\ . 
Blank Comparative List 

STAR Key & Lock : 
Manufacturing Co. 


51 South First en 
Brooklyn, N. Y. 














NEW—IMPROVED 


WOOD JOINERS 


Ask your jobber or write 








SUPERIOR FASTENER CORP. 


2949 Elst 


Want more facts? Circle 170, p. 57 








SPRING ASSORTMENT +50 


AJAX No. 750 — Consisting of: 
* METAL 5-DRAWER CABINET 
* 1,000 SPRINGS (#1 to #100) 
* METAL DISPLAY with SPRINGS 


Want more facts? Circle 171, p. 57 





16th ANNUAL 


NATIONAL HARDWARE 
SHOW 


including the LAWN, GARDEN 
& OUTDOOR LIVING DIVISION 


NcCORMICK PLACE e CHICAGO 
OCTOBER 2 tneru G6, 1961 


typ A sk a vin a, wit 


“ le wh o 


McCORMICK PLACE—Chicago’s spectacular 
new $34,000,000 lakefront exposition center, 


Learn WHAT’S NEW FOR ’62 and plan your profits while you do at the largest, 
most complete, most diversified trade show in America. Talk to more than 

1,000 manufacturers of hardware, housewares and allied items... lawn, garden 
and outdoor living products. Take advantage of your only opportunity to see the 
entire market at one time in one place. Find out how you can cash in on new 
products and services... packaging and design ... promotions and prices... 
policies and campaigns ... merchandising plans and selling techniques. Fill out 
and mail the coupon now for your free badge of admission. 


FOR THE TRADE ONLY 


aa SN NS Urea ON ACR RR I 
NATIONAL HARDWARE SHOW 
Suite 1103, 331 Madison Ave., New York 17, N.Y. 


] Please check below if you wish us to make hotel reservations for you. 
(Please Print) 
NAME TITLE 


FIRM 


HARDWARE fs - 


MAIL THE COUPON TODAY 
FOR YOUR FREE ADMISSION BADGE 7 

















SHOW TYPE OF BUSINESS 


Please check below the classification of your business. 
| } Wholesaler [ } Retailer [] Dept. & Chain Store Buyer 
331 MADISON AVE., NEW YORK 17, N.Y. 
MUrray Hill 2-4802 


7 Importer-Exporter [_] Mfgrs’ Agent [_] Manufacturer [| Other 
|_] Please send us your hotel reservation blank. 


Minors under 18 yrs. of age will not be admitted under any paneer 
SN me AR eee Rm ee ee | 


Want more facts? Circle 172, p. 57 
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TRADE 
MARK 


° MOUSE TRAPS 


. . FEATURING A FLAVORED 

PLASTIC TRIGGER WITH 

AROMATIC “LOCKED-IN” 
BAIT SCENTS 


New pre-baited trigger offers special 
laboratory-tested lure scent XS-127 
that works like magic in attracting 
mice . . . scent will last indefinitely. 
Special jaw-type trigger will also hold 
additional bait if desired. Traps fea- 
ture easy-set, four-way action. 
Packed in convenient, self-service 2- 
PAC with large eye-catching capper 

. . Stops traffic . . . builds sales. 
Your customers know about and want 
“BEST” Mouse Traps... now's the 
time to order your supply. 


vie Van -leleltion a 
M-GILL one) a hs 
MARENGO, ILLINOIS 
Want more facts? Circle 173, p. 57 
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Services and price cuts 
highlight Ward’s catalog 


Montgomery Ward is stepping up 
its campaign to get the do-it- 
yourself market. Customer services, 
price cuts, and a no-down-payment 
policy are being featured in its 
1498-page fall and winter catalog. 

The catalog offers customers 
complete home furnishings and 
color coordination service, free esti- 
mates on installation of heating and 
air conditioning systems, plumbing, 
lawn sprinkler systems, swimming 
pools and fencing. 

Customers are offered loan of 
tools to install plumbing, insulation, 
lock sets, piping, fencing, siding 
and ceramic tile. Emergency deliv- 
ery service is offered on water 
heaters, car batteries and truck 
tires. 


The book also has five pages of | 
repair manuals, and gives tips to | 
do-it-yourselfers on welding, wir- | 
ing, home decoration, air condition- | 


ing and heating. Also tells cus- 
tomers how to estimate paint jobs 
and ways to select water systems. 
Coupons are included for farm, 
garden, camera, outdoor sports and 
camping catalogs. 


Industrial supply orders 
continue to rise in June 


Continuing the rising trend, new 


orders for industrial supplies and | 


machinery rose 3.6 percent in June, 
according to the American Supply 
& Machinery Mfrs. Assn. The New 
Order Index rose to 201, an increase 


of 7 points from May’s 194 (July | 


1948 = 100). 


Film on lawn and garden 
insect control available 

A film called “Lawn and Garden 
Insect Control,” suitable for show- 


ing at club or business group meet- 
ings, 


The film is 16 mm, 


with sound. It runs for about 14 


minutes, showing close-ups of lawn | 


and garden insects, the damage 
they do, and what can be done to 
control them. Specify specific show- 
ing dates. 


Black and white prints for TV | 


showing may also be obtained. 
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— Steel Blue 


ari package 8-oz. can fitted with 
elite cap holding soft-hair brush 
for applying right at bench; metal sur- 
face ready for layout ina few minutes. 
The dark blue background makes the 
scribed lines show up in sharp relief, 
prevents metal glare. Increases effi- 
ciency and accuracy. 


Write for full information 
THE DYKEM COMPANY 
= Established 1920 
= 23058 North 11th St. « St. Lovis 6, Mo. 


Want 1 more facts? Circle 174, p. 57 








is available on a free loan | 
basis from Velsicol Chemical Corp., | 
330 E. Grand Ave., Chicago 11, Ill. | 
in color and | 


New Merchandising Ideas 
Looking for more profits, 
better salesmanship? WHun- 
dreds of dealers have used 
this Hardware Age reprint as 
a source of ideas for sales 
training meetings, etc. 


More Sports’ Sales, 25¢ ea. 


How you can increase profit in 
your sporting goods section is out- 
lined in this 32-page Sporting 
Goods Merchandising Guide. Po- 
tential is analyzed, ad ideas de- 
scribed, display improvements sug- 
gested, basic stocks are listed. 


order coples from 


Readers’ Service Dept. 


HARDWARE AGE 


Chestnut & 56th Sts., Phila. 39, Pa. 


Cash must accompany order 














GLIDRAULIC 


PATENT PENDING 





This special ‘‘Trade-in’’ offer will help you sell more and 
more Illinois Glidraulic — ‘‘All Hydraulic’ — Storm and ## 
ADS LIKE Screen door closers. A purchase of 


4 
Z 
et, 
6 closers at the reduced price in- SES 
. a. , . ~ \ 
THIS WILL cludes all the display material you , cedmerianaiend 
uD CANTANKEP BUS C008 CLOSERS 
need for this promotion. eee 
APPEAR P MA cae 7a | 
For customers who are sick of heel Vv , tan 
IN THESE bumping and doors that don’t \ Doon cuneen 
latch—sell the smooth action ‘'Gli- “SQQRsMAMAMINIP son se 


CONSUMER nee 


draulic’’—finest storm and screen 


MAGAZINES door closer made. 


MECHANIC tae 
PO ge “et _ 
} 


ett, gs és Home Your package of 6 closers includes a counter easel, 
Populor Family Popular Modernization window banners, signs and instructions for display 


Science Handyman Mechanics & Improvement 
Dealer Roundup Price $3.30 each. 
Write today for details or 
see your jobber salesman 


a1 a he} koe Mo keod amore). 1-7-¥ hs 


301-11 W. HINTZ ROAD e WHEELING, ILLINOIS 
Want more facts? Circle 175, p. 57 


6 Closers plus all display material costs only $19.80. 





EVERYBODY MAKES THEM 
BUT HERE COMES THE | LOOK HOW MUCH MORE 
PROFIT YOU MAKE 


U60-D 


(DEFLECTOR) 





= | when you sell a 
600d). y SQUICK-WEDGE SCREW-HOLDING 
(ADJUSTABLE) eg (| ‘| SCREWDRIVER instead of an 


50 adj. : . 
Preteen 2 ORDER A DISPLAY ordinary screwdriver 


SOLD THRU JOBBERS ONLY TODAY For every Quick Wedge you 
mM BME ETN aR mR commana  CUARAITTEED sell, you make a greater dollar 


profit in the same amount of time 


CHAMPION BRASS MFG. CO. | KEDNMAN COMPANY 


1460 NAUD STREET 
LOS ANGELES 12, CALIFORNIA | me OP 310) a4) Ae ey] 1) City, Utah 
Want more facts? Circle 176, p. 57 Want more facts? Circle 177, p. 57 
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News About Dealers: Westside Store Grows; 
R. G. Wombacker Sells Inventory to Neighbor 





Rapid City, S. D.—Merle 
Pavek, president of Westside 
Hardware, announces comple- 
tion of an improvement and 
expansion program for the 
store. It is part of Baken 
Park Shopping Center, and 
now boasts nearly 12,000 sq 
ft of floor space. “We realise 
that we cannot sell the cheap- 
est, so we’re featuring only 
quality brand name lines as 
our management policy,” Mr. 
Pavek says. A _ three-day 
grand opening event was held 
in mid-August. 


Proctor, Minn.—The 48- 
year-old R. G. WOMBACKER 
HARDWARE Co. has been liq- 
uidated and most stock has 
been purchased by a neigh- 
boring store. Elmer Wom- 
backer, a partner in the 


liquidated firm, has retained 
electrical appliance and paint 
stocks and has opened a 
small shop specializing in 
those items. Wombackers was 
established by Robert G. 
Wombacker and his younger 
brother Elmer, in_ 1913. 
Robert Wombacker served as 
president of the firm which 
started as a small electrical 
shop and grew into a full 
line hardware store. The 
president was a polio victim 
in 1911 and had operated 
his business from a _ wheel 
chair ever since. He has been 
active in many outside activi- 
ties including a three year 
stint on the Marshall-Wells 
planning board. The Wom- 
backer business was a char- 
ter member of the Marshall- 
Wells Stores program. 





Meet Changing Times and Your Future Is 
Bright, Parsinen Tells Our Own Dealers 


The future of the independ- 
ent hardware store is bright, 
if dealers will acknowledge 
changes that are occurring 
and will meet these changes. 

This is the opinion of H. J. 
Parsinen, assistant general 
manager of Our Own Hard- 
ware Co., a dealer-owned 
wholesaler in Minneapolis. 

In a talk at the recent 
Summer meeting and mer- 
chandise exhibit held by Our 
Own, Mr. Parsinen said he 
believed that the novelty of 
price selling is waning and 
that the nature of discount 
selling is slowly changing. 

He predicted that the dis- 
counter of the future will be 
a specialized, low margin 
operator, carrying only lim- 
ited service items, and doing 
perhaps 70 percent of its 
business in soft goods. 

The successful hardware 
store of the future, he said, 
will most likely use some of 
the techniques of the dis- 


counter, when it is necessary, 
in creating a suitable price 
image through manipulation 
of a limited number of key 
items. 

But, Mr. Parsinen warned, 
while price has an impor- 
tance, it is not the only sig- 
nificant factor in retailing. 

(Continued on page 107) 


J. C. Carey Directs 
McKay Co. Chain Sales 


Joseph C. Carey has been 
appointed sales manager, 
Chain Division, McKay Co., 
Pittsburgh, Pa. He succeeds 
Rowland Erving who has be- 
come director of the com- 
pany’s newly created market 
research department. 

Mr. Carey had previously 
been assistant sales manager 
of the division, prior to which 
he was district representa- 
tive covering western Penn- 
sylvania and most of West 
Virginia. 
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Belknap Names Keeling 
Division Sales Director 


Otis T. Keeling has been 
appointed director of sales 
by Belknap Hardware & 
Manufacturing Co., Louis- 
ville wholesaler, for its south- 
east division. 


Mr. Keeling joined the 


“ "ee ie 
# Fa Sy ‘ 
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OTIS T. KEELING 


Belknap organization in 1934, 
and in 1936 became a sales- 
man in North Carolina and 
Virginia. In 1948 he was 
appointed sales manager of 
the southeast division. 


True Temper Strengthens 
Marketing; Promotes 4 


In a move to strengthen 
its overall marketing pro- 
gram, True Temper Corp., 
Cleveland, has _ integrated 
sales and marketing depart- 
ments under R. T. Gutz, 
vice-president of marketing. 

In the move, four True 
Temper men have been pro- 
moted: 

Harold A. Stevens ,former 
sales manager, hardware di- 


Le 
HAROLD A. STEVENS 


JACK H. HOWARD 


~ ey 
OLA LIPS 


ROBERT J. MORSE 


FLOYD E. WAITE 


vision, becomes general sales 
manager for all divisions. 
Jack H. Howard is mer- 


chandising manager for all 
divisions. He was product 
manager of the hardware 
division. 

Former central district 
(Chicago) sales manager for 
hardware division, Robert J. 
Morse replaces Mr. Stevens 
as hardware sales manager. 

Floyd E. Waite, formerly 
on special development work, 
replaces Mr. Howard as hard- 
ware product manager. 
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Van Camp Hardware 
Names V. A. Snow, Jr. 


V. A. Snow, Jr., has been 
appointed director of sales of 
Van Camp Hardware & Iron 
Co., Indianapolis wholesaler, 
and has also been elected a 
director of the company. 

Mr. Snow takes over the 
sales activity formerly han- 
dled by Sid Wesseling who 
resigned to become a manu- 
facturers’ representative. 

For the past 22 years Mr. 
Snow has been with Belknap 
Hardware & Manufacturing 
Co., Louisville wholesaler. He 
traveled territories in Ken- 
tucky and Virginia as a spe- 
clalty and general line sales- 
man; became special sales 
manager in 1948; then direc- 


Vv. A. SNOW, JR. 


tor of sales promotion. Mr. 
Snow for the past two years 
has been director of sales for 
Virginia, North and South 
Carolina, Georgia, and Flor- 
ida. 





Wholesaler Increases Service to Dealers; 
Adds 14 Salesmen to Meet Business Upsarge 


Another indication of the 
continuing cooperation be- 
tween dealer and wholesaler 
comes from Columbus, Ohio. 

A wholesaler, Smith Bros. 
Hardware Co., has put in this 
two-point program to make 
its services more valuable to 
the industry: 

Added 14 salesmen to its 
staff. 

Set up a consumer mailer 
service for dealers to select 
the items to be promoted. 

“We are adding 14 sales- 
men to our sales force at 
once,” announced S. L. Hall, 
president. 

“We believe now is the time 
to offer better service to re- 
tailers, greater merchandis- 
ing aid, and to more aggres- 
sively serve the dealers in 
our territory. 

“The greatly improved 
economy justifies this expan- 
sion of our sales force. We 
are taking these steps in an- 
ticipation of a greatly in- 
creased demand for our goods 
and services.” 

Smith Bros. Hardware 
handles retail stores, indus- 
trial, and contract builders’ 
hardware lines. Its terri- 
tory is Ohio and contiguous 


states except Pennsylvania. 

The new salesmen on re- 
tail accounts are Layman B. 
Carrier, Huntington, W. Va.; 
Thomas E. Friend, Bucyrus, 
O.; Donald H. Grant, Colum- 
bus; Edward C. Hobert, Mas- 
sillon, O.; Rudolph L. Molzer, 
Williamston, Mich.; Roman 
J. Schiff, East Liverpool, O.; 
Paul H. Stapleton, Spring- 
field, O.; Cleo L. Weybright, 
St. Joseph, Mich.; Robert B. 
Wilkins, Lancaster, O.; Dan- 
iel F. Schlegel, Painesville, 
O.; E. J. Bryer, Lowellville, 
O.; W. J. Colegrove, Wash- 
ington Court House, O. 

New salesmen on industrial 
accounts are Eugene Dan- 
ner, Newark, O.; John UH. 
MacDonald, Columbus. 

The merchandising aid be- 
ing worked out is a series of 
catalogs and consumer mail- 
ers. Smith Bros. Hardware 
is preparing dealer catalogs 
for several categories of mer- 
chandise. Dealers can use 
the catalogs as catalogs, or 
select any group of items 
from catalog, to be pulled 
out and made into a con- 
sumer mailer. This provides 
a dealer with a mailing piece 
tailored for his store. 


First Shipments Made in New Keen Kutter 
Program; 14 Wholesalers Participate 


First shipments of mer- 
chandise under the revived 
“Keen Kutter” brand name 
are now going out to distrib- 
utors. Some 14 distributors 
will be receiving this mate- 
rial. 

These shipments represent 
the beginning steps in a new 
and extensive merchandising 
program based on the Keen 
Kutter brand name. 


Rights to the use of this 
90-year old house brand were 
acquired by Meyer Merchan- 
dising Service, Inc., Chicago, 
when Shapleigh Hardware 
Co., the previous owner of 
the brand, went out of busi- 
ness in 1960. 


Under the guidance of 





ROBERT V. MERRELL 


R. V. Merrell Promoted 
By Atkins Saw Division 


Robert V. Merrell has been 
appointed vice - president - 
sales of the Atkins Saw Divi- 
sion of Borg-Warner Corp., 
Greenville, Miss. He will be 
responsible for all sales, ad- 
vertising, market research 
and customer relations. 

Mr. Merrell has been with 
Atkins for 12 years as sales 
manager, and general sales 
manager. 

John D. Pickett and Glen 
C. Bailey have been named 
assistant general sales man- 
agers of the division. 


Russell Cook, merchandising 
manager, Meyer has set up 
plans for the distribution of 
a variety of items, through 
franchised distributors, un- 
der this trade name. 

At present, 14 distributors 
have taken out a Keen Kut- 
ter franchise. It is expected 
that by the end of this year, 
the program will involve 22 
to 23 wholesalers. 


About 320 items are now 
scheduled for production un- 
der the old Shapleigh house 
brand. The goal is to have 
about 750 items. 

Meyer Merchandising fran- 
chises the Keen Kutter pro- 
gram to wholesalers who, in 
turn, may franchise selected 
retailers. Distributors and 
dealers are supplied with 
promotion programs and 
other selling aids by Meyer. 
Participating dealers have 
access to store trim kits, 
identification signs and ad 
promotion material, as well 
as counsel on sales training, 
inventory control and other 
store management help. 

Meyer is also planning a 
promotion program at both 
the trade level (see HA, p. 
77, Aug. 10) and among 
consumers. 

Mr. Cook has emphasized 
that the Keen Kutter name 
will be used only on quality 
items, in keeping with the 
past reputation of the 
brand. The trade name will 
appear largely on items with 
cutting edges, such as hand 
tools, cutlery, lawn mowers, 
hedge shears, etc. However, 
such items as electric drills 
will also be carried under the 
brand. 

Meyer Merchandising also 
sponsors the Val-Test pro- 
gram. The Val-Test name is 
used largely on promotional 
merchandise. It is expected 
that the Val-Test program 
eventually will be integrated 
with the Keen Kutter plan. 


HARDWARE AGE, August 24, 1961 @ 105 





HOW 10 CONVERT 
PALLETS TO PORTABLE 
RACKS IN SECONDS 


_— 








TIER-RACK Frames... 
No Nuts, Bolts or Fixtures! 


Simply snap two interchangeable tubular frames to 
your regular warehouse pallet; two curved pins lock 
the frame rigidly at the top. The result —a lightweight 
portable rack that supports thousands of pounds. 


Portable TIER-RACK requires fewer aisles, puts “‘air 
space” to use, contains your load and lets you altar 
your layout as fast as storage conditions change. 


“n how to gain more storage space in your warehouse 
. plus portability. 


SEND FOR FREE BROCHURE HA 8-61 
TIERRACK TIER-RACK CORPORATION 
LLET 7 122 North 7th Street ¢ St. Louis 1, Missouri 


Pat. No. 2,828,932; Pat. No. 2,828,933 & Pats. Pending 
Want more facts? Circle 178, *: 57 











ATE 


BETTER HOUSEHOLD 
HARDWARE SINCE 1872 





E. H. TATE CO. © 251 CAUSEWAY ST. © BOSTON, MASS. 
Want more facts? Circle 179, p. 57 





You Make News 


What you do is news to thousands of other 
hardware dealers who read HARDWARE AGE. 
They’re interested in knowing of your plans 
to remodel, of new partners, stores sold or 
bought, anniversaries, etc. 

Write us a short note about any of your 
activities you feel would be of interest to 
others who read the News of the Trade regu- 
larly in HA. Don’t worry about style. Just 
give us the facts briefly; we’ll do the rest. Ad- 
dress your note to the Editor, HARDWARE 
AGE, Chestnut & 56th Sts., Phila. 39, Pa. 
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—News of the Trade 


brief reports of 


MANUFACTURERS’ SALESMEN 


@ Billings & Spencer Co., 


“artford, Conn.—William C. 
Phelps, Jr., formerly of Chicago office of Joseph T. Ryerson 


_Co., machinery sales division, to Chicago office to cover 


northwest Indiana, southwest Michigan, Illinois, Missouri, 


eastern Nebraska and part of Kansas. 


_ @ Otto Bernz Co., Rochester, N. Y.—William Attridge from 
_ southern to eastern regional manager with headquarters in 


| @ Tools & Equipment Div., 


| @ Ortho Div., 


New York City; Raymond Parks, from the Dallas office to 
southern regional manager at newly opened offices at 1490 


Madison Ave., Memphis. 


@ Stanley Works, 


| Fla.—Harvey D. Cooke, Jr., 
to sales manager of the division. 


Nelson B. Sherrill. 


Building Specialties Div., 
from assistant sales manager 


N. Miami, 


He succeeds the late 


Owatonna Tool Co., Owatonna, 
_ Minn.—D. B. Hawkinson has joined the company as district 


manager for eastern Kansas and western Missouri. 


@ Grabler Mfg. Co., Cleveland, Ohio—John H. Wilcox, for- 
mer Chicago salesman, to manager of Minneapolis branch. 


@ Faultless Caster Corp., Evansville, Ind.—Lee C. Barr, 


'from factory sales service staff to sales representative at 


newly established Memphis area office. 


@ Sylvania Home Electronics Corp., Batavia, N. Y.—Gerald 


@ A. Y. McDonald Mfg. 


| P. Goetten, assistant district sales manager in Los Angeles, 
to district sales manager at Los Angeles. 


Co., 


Dubuque—W. A. Schroeder, 


formerly sales represntative for Wm. Powell Valve Co. to 


| Chicago-Milwaukee territory. 


@ Bell Electric Co., 


California Chemical Co., 
| William South to cover northwestern United States. 


Chicago—Herbert Lewin, formerly 
|_with Eagle Electric Co. to cover the Midwest. 


Richmond, Calif.— 





Summer Housewares Show Move to Chicago 


Boosts Attendance, Lures Far-Away Buyers 


It was hoped that the 35th 


 NHMA National Housewares 
Show move to Chicago from 


Atlantic City would boost at- 


'tendance particularly on a 


| national level. 


| exhibit at Atlantic City 


It did. 
“Registrations show,” says 
Dolph Zapfel, secretary of 
NHMA, “that 29 states sent 
more buyers to Chicago this 
year than attended the July 
in 


| 1960. 


| than 20 percent 


“This compares with less 
registered 


| from other than the immedi- 
_ ate eastern area when mid- 
_ year shows were held at the 
| seashore resort.” 


| California, 67 


| cent more; 


increases: From 
percent more 
from Texas, 59 per- 
and from Ala- 
bama, 77 percent more. 
Total registration was well 


Sample 


buyers; 


over 8100, compared to 7957 
last year, clearly the biggest 
Summer housewares show in 
history. 

“The mid-year exhibit at 
long last has become truly 
national,” Mr. Zapel said. 
“While the true pattern of 
an exhibit does not necessa- 
rily manifest itself in one 
show, our correspondence al- 
most unanimously praises the 
Chicago location, and the 
character of buyer attend- 
ance at the recent exhibit.” 

Hardware dealers and 
wholesalers again scored as 
the most important source of 
show traffic. Some 2100 of 'the 
total attendance, more than 
20 percent, was composed of 
hardware wholesalers and 
dealers. The second biggest 
faction attending was from 
the nation’s department 
stores. 





News of the Trade 


Worthington Show Heralds Big Fall Sales 








lf Fall and Christmas sales can be predicted on a basis of an! 
annual Summer toy and gift show, the second half of 1961 looks 
great. This is the general feeling of management at the Geo. 
Worthington Co., Cleveland. At its recent show, this wholesaler | 
racked up an increase of 38 percent in orders placed in comparison 
with 1960's show. More than 6600 dealers and their personnel 
attended, setting a new record for the Ii-day event. More than | 
1200 new toys and 1500 new housewares items were shown, and. 
well received by dealers. Typical of the show's customers (above) 
were Mr. and Mrs. H. H. Timanus, Timanus Hardware, Fostoria, 
Ohio, who found Christmas offerings exciting. Worthington's H. L. 
Hoerig writes the order. This was the 29th consecutive Worthington 
Summer show attended by the couple. 





news in brief of 
MANUFACTURERS’ AGENTS 


© Regina Corp., Rahway, N. J..—Edward Koepke Co., 
Cleveland, to cover northern Ohio and western Penn- 
sylvania; Tamlyn & Smith, Dallas, Tex., to cover Oklahoma, 
Texas excepting El Paso and Shreveport, La. 





@ Dominion Electric Corp., Mansfield, Ohio — James & 
Cooper Co., Dallas, to cover Texas and Oklahoma. Robert 
M. Cooper will cover north Texas and Oklahoma; Robert 
James will cover southern Texas. 


@ A. G. Jacobus’ Sons, Franklin Square, N. Y.—William 
Ross, Ross Connolly Associates, to cover Long Island, and 
Brooklyn territory. 





Meet Changing Times 
For Bright Future 
(Continued from page 104) 


Hardware stores must take 
a new look at their customers 
and at the stores’ ability to 


fulfill the needs of these 
shoppers. 
Mr. Parsinen noted that 


never in history had any one 
form of retailing captured all 
the business. Discounters will 
not be able to do this either, 
he said. 

The dealer-stockholders at- 
tending the meeting were 
told that Our Own is develop- 
ing several new programs to 


Want more facts? Circle 180, p. 57 > 


aid its members in obtaining 
better control of inventory 
and to help them project a 
more favorable price image. 

S. P. Duffy, president and 
general manager of Our Own, 
reported a small gain in both 
sales and members in the 
first half of the year. 

Some 1400 store owners, 
wives, children and employ- 
ees attended the meeting, 
making it the largest in the 
48-year history of the firm. 
More than 5000 items were 
shown in the merchandise ex- 
hibits, with buying surpris- 
ingly brisk in staples, as well 
as seasonal items. 






























































Help You Sell! 


Attractive packaging and special demonstration units mean 
easier selling and more business for you! All this is yours at no 
extra cost with National’s most complete line of weatherstrip 
products. Here the salesman shows the colorful self-service dis- 
play of National’s Stop-Air Automatic Door Bottom. 


Find out more about this and other National features from 


your jobber right away. 


Mail this teday! 








NATIONAL METAL PRODUCTS CO. 
2 Gateway Center, Pittsburgh 22, Pa. 


‘ 
NATIONAL METAL 
PRODUCTS COMPANY 


[-] Please send me information on National’s merchandisers 
that help me sell. 


[-] Please send me complete catalog information. 


Name 
Address___ 


Ci. 





W-61-2 


qu 





Central States Club's 
21st Annual Stag Party 


The Central States Hard- 
ware Club will hold its 21st 
annual stag party in connec- 
tion with the joint Atlantic 
City Hardware Conventions 
on Sunday evening, Oct. 22, 
in the grand ballroom of the 
Shelburne Hotel. 

The affair will follow the 
Presidents’ Reception, with 
cocktails at 7 p.m., dinner, 
and an evening of entertain- 
ment. 

The club again is sponsor- 
ing a special train from Chi- 
cago. It leaves the Windy 
City at 4:30 p.m., Oct. 21. 
Six stops en route, in Indi- 
ana, Ohio, and Pennsylvania 
will be made to pick up del- 
egates. 

The return train leaves At- 
lantic City on Wednesday, 
Oct. 25, at 2:40 p.m. It ar- 
rives at 7:45 the next morn- 
ing in Chicago. Reservations 
may be made through L. G. 
McSteen, Pennsylvania R.R., 
222 South Canal St., Chicago 
6. 


LAWRENCE JACOBSON 


Hamilton-Skotch Names 
L. Jacobson Sales Head 


Lawrence Jacobson has 
been appointed sales manager 
of the Hamilton-Skotch 
Corp., New York City. He 
was sales manager of Com- 
fort Lines, Chicago, tubular 
furniture manufacturer, 


Igoe Quits Hardware 
Wholesale Operation 


Igoe Bros., Inc., 234 Poin- 
ier St., Newark, N. J., has 
discontinued its wholesale 
hardware and building ma- 
terials’ distributing business, 
which was but a small por- 
tion of its sales volume. 


Hugh A. Cole, executive 
vice-president of the firm 
says that it will continue 
to distribute gas and electric 
appliances in New York and 


New Jersey. The firm con- 
tinues in the concrete rein- 
forcing steel business in 
Newark, Philadelphia and 
Wilmington, Del., and will 
also operate its nail and 
other wire products plant in 


Newark, N. J. 


Harlem Valley Supply 
Buys Larger Building 


Harlem Valley Supply, 
dealer-owned wholesaler in 
Tuckahoe, N. Y., has moved 
to larger quarters in Bedford 
Hills, N. Y. The firm has 
purchased a. building of 
20,000 sq. ft. 

Richard G. Nichols, man- 
ager, reports sales volume 
up 25 percent for the year 
ending May. Net retained 
earnings, after dividends to 
dealer-owners, was 1.2 per- 
cent. 

A series of dealer shows 
is planned for the fall. 


Rabinowe Sales Meeting 
Held At Grossinger's 


The sales staff of E. Rabi- 
nowe & Co., Yonkers, N. Y., 
wholesaler, was hosted by the 
firm at a recent special sales 
meeting at Grossinger’s Ho- 
tel, in the Catskills of New 
York state. 

Rabinowe tied the weekend 
meeting in with a selling 
plan on Cummins’ portable 
electric tools. The promotion 
will send dealers to the resort 
as guests of the firm. 


Weed & Co. Joins 
Liberty Distributors 


Weed & Co., wholesaler at 
Buffalo, N. Y., has joined 
Liberty Distributors, Phila- 
delphia. 

With its membership in 
Liberty, Weed plans a much 
expanded dealer merchandise 
and service program. 





Dates Announced For 
Wholesalers’ Shows 


Peden Iron & Steel 
Co., Houston, Texas, 
Dealer Merchandise 
Show, Aug. 27-28, at 
Rice Hotel, Houston, 
Texas. 


Dates of other wholesalers’ 
shows and conventions an- 
nounced previously are 
shown in the Convention 
Calendar on page 92. 
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LOWELL E. KRIEG 


L. E. Krieg Elected 
Winchester Official 


Lowell E. Krieg has been 
elected vice-president and 
general manager of the Win- 
chester - Western Division, 
Olin Mathieson Chemical 
Corp., New York, effective 
Sept. 1. 

He succeeds W. Miller Hur- 
ley, who asked to be relieved 
of operating responsibility. 
Mr. Hurley will remain as 
special assistant to the man- 
ager. 

Mr. Krieg has had 14 years 
of management experience 
with the Ford Motor Co., 


prior to which he was a man- 
agement consultant. 


You Can Register Now 
For A. C. Convention 


Forms for advance regis- 
tration at the Atlantic City 
convention have been mailed 
by the American Hardware 
Manufacturers Assn., one of 
the three groups sponsoring 
the convention. 

A new feature of the con- 
vention directory will be list- 
ing titles of company repre- 
sentatives. 

Deadline for advance reg- 
istration is noon Sept. 25. 
The program-directory will 
be mailed two weeks in ad- 
vance of the convention Oct. 
22-25. 

Registration at the con- 
vention opens Oct. 21 at 1 
p.m. in the lower lobby of 
the Dennis Hotel. 


Swan Award to Myers 

Swan Rubber Co., Bucyrus, 
Ohio, has given its top sales 
achievement award for 1961, 
a white gold wrist watch, to 
Dwight L. Myers. Mr. Myers 
is a past president of the 
Central States Hardware 
Club. 





OBITUARIES 





Leo D. Goddeyne 
Leo D, Goddeyne, 67, Bay 


City, Mich., died recently. 
Besides the hardware and 
sport shop bearing his name, 
he organized the Goddeyne 
Plating Co. and the Goddeyne 
Mfg. Co. Mr. Goddeyne was 
active in civic, charitable 
and fraternal activities in 
Bay City, and organized 
baseball leagues. He was a 
member of the Michigan Re- 
tail Hardware Assn. for 37 
years. 


Arthur H. Wright, Sr. 


Arthur H. Wright, Sr., 
67, founder and partner in 
Wright’s Hardware, Manhas- 
set, N. Y., died Aug. 2, 
following a lengthy illness. 
In addition to his widow, Mr. 
Wright is survived by three 
sons who are active in the 
management of the _ store, 
Robert, John, and Arthur, Jr. 


H. L. George 


H. L. George, 68, died re- 
cently at his home at Lake 
Oswege, Oregon. Mr. George 
was associated in various ca- 


pacity with the Marshall- 
Wells Co. from 1913 until the 
firm went out of business 
several years ago. 


W. Lloyd Cone 


William Lloyd Cone, 69. 
president of Plastics Mfg. 
Co., Dallas, died July 18. He 
had been president of the 
company since last year, hav- 
ing served as general man- 
ager and as vice - president. 


Fred Kingon 


Fred Kingon, owner of 
Fred’s Shack Hardware, Li- 
vonia, Mich., died recently. 


Henry F. Bartelsen 


Henry F. Bartelsen, 65, re- 
tired Milwaukee hardware 
dealer, died recently of a 
heart ailment. 


George S. Ham, Jr. 


George S. Ham, Jr., 
owner of the 
Hardware store in Baton 
Rouge, died recently of a 
heart attack. 


52, 
Tobias - Gass 





A report in pictures 
of events in the trade 


A carnival atmosphere ruled at the annual sales meeting of Choremaster and Tillsmith 
sales staff of Magna American Corp., Cincinnati. Costumes and decorations were keyed 
to the company's "greatest show on earth” theme for 1962 sales promotions. 


A new Corvair Sports Wagon has been 
presented to P. L. Bernhardt, president of 
Greer Hardware, Salisbury, N. C., for a 
double-window display of Pyrex Ware. This 
is one of the windows. Other prizes in the 
contest, sponsored by Corning Glass Works: 
$1000 savings bond, to Herrnstein Hard- 
ware, Chillicothe, Ohio; and a $500 
bond to Knox Hardware, Martin, Tenn. 
Honorable mention: Hoffman Hardware, 
Los Angeles; Davidson's, Des Moines; 
George Neuman & Sons Hardware, St. 
Clair Shores, Mich.; Boston Store, Fort 
Smith, Ark.; P.H.R. Shops, Norfolk, Va.; 
and Hayden Square Hardware, Cleveland. 





New products and packaging and a sleeves-rolled-up sales clinic set the pace for a recent three-day sales meeting at Eagle Electric 
Mfg. Co., Long Island City, N. Y. Members of the national sales staff and executives are (front row) from left: H. Stevens, |. Brill, 
B. Focht, M. Gish, S. B. Kluger, L. Ludwig, P. Ludwig, S. J. Atkin, S. Bayne, B. Fagan, and D. Stromberg. From left (second row): 
F. Hopper, L. Cohen, C. B. Miller, N. Leddy, R. Gusky, A. W. Hirshman, R. Carrano, F. Snyder, J. Ludwig, M. J. Freed, R. J. Keely, 


B. MacFadden, and J. Popkin. From left (rear row): M. Taber, E. Taber, T. Taber, R. A. Harris, J. Tuite, E. Hayflich, R. Jensen, L. Arn- 
stein, J. Finn and J. Jenkins. 








Classified Opportunities Section 





Help Wanted, Accounts Wanted 
Business Opportunities 
Representatives Wanted, etc. 
Set solid, 50 words or less 
Each additional word 
Positions Wanted 
(Special Rate) set solid, 50 words "52.0 


Allow Seven Words for Keyed Address 
or Your Address 





CLASSIFIED ADVERTISING RATES 


BOXED DISPLAY AD RATES 
$8.00 per column inch 


5%, discount allowed for 4 or more con- 
secutive insertions of Boxed Display Ads. 
Cuts or special borders not accepted. 
Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportanities Dept. 
Chestnut & 5Séth Sts., Philadelphia 39, Pa 


NOTE: Samples of merchandise, literature, 
catalogs, etc., will not be forwarded to box 
number advertisers, unless accompanied by 
sufficient postage for remailing. 


No agency commission allowed. 

HARDWARE AGE is published every other 
Thursday. Classified forms close 3 weeks 
prior to publication date. 

Remittance must accompany order in form 
of check or money order, payable to HARD- 


WARE AGE—Classified Section, not currency 
or stomps. 








REPRESENTATIVES WANTED REPRESENTATIVES WANTED REPRESENTATIVES WANTED 





ATTENTION: BRUSH SALESMAN: 


NOW HEAR THIS! 15% Commissions paid to you 
on the tenth of each month. Liberal datings to 
customers. 
PROMOTIONAL MATERIAL 
PROTECTED TERRITORY 
COMPETITIVE PRICES 


Complete line of Chinese bristle brushes and 
DuPont's Tynex. 
Our Happy men make at least $5,000 per year 
selling our Paint Brushes. Come join the fastest 
growing paint brush organization in the country. 
Enclose a resume of yourself. Our men know of 
this ad. 

Box 826, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 





REPRESENTATIVE WANTED 


Old, established manufacturer will consider appli- 
cations for sales position in Northwest area to 
headquarter Portland or Seattle. Experience re- 
quired in Wholesale Hardware, Industrial and Con- 
tractor Distributors field. Must be willing to sup- 
plant distributor contacts with work at dealer, 
contractor and industrial levels. The energy and 
enthusiasm of a younger man is required. Experi- 
ence in a kindred field will be an advantage. Send 
replies to 


Box 815, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 





— 





Paint Brush Representative Wanted 


By established National Paint Brush Manufac- 
turer for Alabama and Georgia. Must have 
following and now calling on Paint, Hard- 
wore Stores and Lumber Yards. Give all par- 
ticulars first letter. All inquiries held strictly 
confidential. 


Box 821, c/o HARDWARE AGE 
Chestnut & Séth Sts., Philadelphia 39, Pa. 








MANUFACTURERS REPRESENTATIVE 


Desired by Mechanics Hand Tool manufacturer 
(Socket Wrenches, open end wrenches, etc.;) to 
cover states of Colorado, Idaho, Montana, Utah, 
Wyoming and New Mexico, calling on Automotive, 
Herdware and Mill Supply trade. 


Box 832, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 





SALESMEN WANTED 


With following to sell direct to Hardware, Paint, 
Building Supply Stores and Lumber Yards, a leading 
line of competitive unconditionally guaranteed paint 
brushes. Full or side line. Guaranteed territories. Give 
particulars and territories covered in first letter. 


Box 834, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 








REPRESENTATIVE WANTED 


We manufacture a newly patented stainiess steel 
lock that has introduced the first major change in 
padiocks since their inception. This loek opens a 
new door to security and protects possessions hereto- 
fore subject to pilferage. We seek experienced quality 
representative selling traditionally established hard- 
ware. sporting goods jobbers. Write full details, 
P. 0. Box 595, Senoma, California. 








REPRESENTATIVES WANTED 


By Importer of quality Danish Carbide 
Masonry Drills to cover retail Hardware, 
Lumber Yards and Building Supply 
deaiers. Excellent second line for ca- 
pable producers. 


Write complete resume to Box 303 
Central Islip, New York 





BE DISTRICT SALES MANAGER 


On very liberal commission basis. Sell towel bars, 

paper holders and complete line of bath hardware to 
builders hardware outiets May carry only one 
other line. Must be areas cer, neo drifters wanted. 
Districts now open are: Midwest, East Coast, Florida, 
Southeast, St. Louis, Chicago, Ohio. 


CAL ENGINEERING CO. 
5407'/o Via Corona, Los Angeles 22; Calif. 








PAINT BRUSH SALESMEN WANTED 


Several protected territories open for men with 
established following now calling on Paint, Hard- 
ware Stores and Lumber Yards, etc. Give all par- 
ticulars first letter, all inquiries held strictly con- 
fidential. Write: Majestic Brush Mfg. Corp., 210 
W. 29th St., New York 1, W. Y. 











SALES REPRESENTATIVE WANTED: 
Established distributor of bolts, nuts and screws 
wants successful producers to sell new type pre- 
packaged fastener items to discount trade, iumber 
yards, retail hardware and many other outlets. 
Excellent opportunity. Write Milton Wasserman, 
General Manager, Industrial Bolt and Nut Com- 
pany, 171 Fabyan Place, Newark, New Jersey. 

REP RESENTATIVES “AND DISTRIBU. 
TORS WANTED also Wagon Jobbers for im- 
proved version of two small household products 
handled by every Hardware, Variety and Depart- 
ment Store. Units small, commission high, turn- 
over steady. Good extra income for established 
territories.. Write for details. Handell Hook Com- 
pany, 8811 Garfield Blvd.; Cleveland 25, Ohio. 





SALESMEN: Sees 30,000 items to sell! One 
of America’s largest distributors of hardware- 
housewares-toys-sporting goods, etc. Have open- 
ings in many Western Pennsylvania and North- 
ern-Central New Jersey Counties. Must be ex- 
perienced and have car. Give complete resume 
in first reply. Draw against commissions. Box 
830, c/o Harpware Ace, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 





WANTED— Distributor or Sales Representa- 
tive for a new manufacturer of non-ferrous nails 
— Aluminum, Copper and Stainless ae Will 
package to your specifications. Box . c/o 
Harpware Ace, Chestnut & 56th Sts. Phila. 
delphia 39, Pa. 
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SALESMAN: Experienced Fot wholesale 
hardware concern. Call on hardware stores, lum- 
ber yards and mason material trade. To replace 
retiring salesman, called on trade over 25 years. 
Long Island and New Jersey territory. Good 
opportunity for right man. Box 873. c/o Harp- 
waRE Ack, Chestnut & 56th Sts., Phila. 39, Pa. 








SALES REPRESENTATIV ES WANTED by 
established New York manufacturer of wire sta- 
ples used in stapling machines. Tv sell to Hard- 
ware Wholesalers and Building Materi2l Dealers. 
Following states are available: Florida, North Car- 
celina, South Carolina, and New Y ork with the 
exception of Metropolitan New York City area. 
Commission. Box 839, c/o Harpware AcE, 


Chestnut & 56th ‘Sts., Philadelphia $9, Pa 





REPRESENTATIVES WANTED: 
selling hardware specialty item. 
sive territories still available. 
packaged to sell in volume. Liberal commissions 
paid monthly. Box 833, c/o Harpware AGE, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


New fast 
Several cxelu- 
Item priced and 





SALESMEN WITH A FOLLOWING in the 
Hardware, Electrical, Mill Supply trade to sell 
imported ‘ood Screws, Stove Bolts and other 
Fasteners on commission basis. Competitive prices 
aaa attractive terms. Exclusive representation 
to qualified men. Give all] ae about your 
present connections. Box 831, c/o Harvpware 
Ace, Chestnut & 56th Sts., Philadelphia 59, Pa. 





REPRESENTATIVE WANTED 


EXCELLENT LINE for sales representatives calling 
on the retail trade in hardware, department, variety 
and chain stores. Item has excellent repeat busi- 
ness! Good commissions. Write, giving territory and 
background. 


Midwest Plastics Incorporated 
208 Bates Avenue St. Paul 6, Minn. 











GAS HEATER clay radiant replacements. We 
carry a complete line, including catalog with full 
drawings and descriptions. Outlets—hardware, 
furniture, stove repair and jobbers. When reply- 
ing give resume and outline including other lines 
carried. Territory—Kansas, Missouri, Oklahoma, 
Texas, Arkansas. Box 822, c/o Harpw ARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


REPRESENTATIVES WANTED: Sole 
agents for German factories in chains, snap hooks, 
etc. want sub-agents or direct contacts with big 
wholesalers and jobbers. Box 835, c/o HARDWARE 


Acre, Chestnut & 56th Sts., Philadelphia 39, Pa. 


REPRESENT ATIVES WANTED TO CAR.- 
RY fast selling line of ice melting compounds and 
windshield de-icers. All territories open. Write 
Coastal Chemical Corp., 685 River Drive, Gar- 
field, New Jersey. 


PROVEN MONEY 
and patented Down Spout-O-Matic for homes. 
Sold preferably to Distributors though not ad- 
verse to retail contacts. Natural outlets: Lawn 
and Garden Stores—-Hardwares—Lumber Yards— 
Landscapers—Legitimate Catalog Houses—many 
more outlets. Received national publicity. Be 
ready for 1962 business. See us at The National 
Hardware Show or contact Down Spout-O-Matic 
Co., 431 S. Princeton Ave., Villa Park, Illinois, 
c/o V. R. Arnt. Legitimate discounts and com- 
missions. Many choice territories open. Send 
resume letter to see if you are OUR man. 











MAKER—The 


original 





ACCOUNTS WANTED ACCOUNTS WANTED BUSINESS OPPORTUNITIES 





UPSTATE NEW YORK—ALBANY TO BUFFALO 


Sales to hardware jobbers. Industrial distributors 
agency with one staple line desires one more good 
line of either tool or fasteners, or complimentary 
line. Will concentrate on selling your product. Young, 
aggressive, and brought un in the hardware business. 
Territory must be exclusive. 


Box 824 c/o HARDWARE AGE 
Chestnut & 56th Sts., 


Philadelphia 39, Pa. 


REPRESENTATIVES 


Covering all phases of jobbers 
reliable aggressive 
tional distributors with established 

tively operating branch offices in New 
York, Philadelphia, Detroit, Cleveland and 
Louisville. We carry the account or you 
can bill direct Inquiries invited. Write 


ANCO CORPORATION 
7 Wood Street, Pittsburgh 22, Pa. 


Can render 
service. We are na- 

















Want New York-Connecticut Sales? 


Manufacturers’ Representative will han- 
die two additional lines—quality only— 
Your Sales Policies followed with results 
—Full support given your promotion 
programs—Good selling background here. 


Box 801, c/o HARDWARE AGE 
Chestnut "’ 56th Sts., Philadelphia 39, Pa. 











AGGRESSIVE, REPUTABLE 
TURERS’ REPRESENTATIVE 
tional Hardware, 
Metropolitan 


MANUFAC. 
open for addi 
Housewares or Garden line for 
| oe Have strong, well 
established following among Hardware, House- 
wares and Garden Wholesalers, Rack jobbers, 
Chains and Catalog houses. Thorough Bam how 
promoting, marketing lines for utmost potential. 
Box 644. c/o Harpware Ace, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 


IN NEW ENG- 


year established 


HAPPY W ITH SALES 

LAND? Successful 4 man, 8 
agency has time to increase sales for major 
established manufacturer. All men stockholding, 
resident salesmen. Cover Hardware, Houseware, 
Rack and Specialty Distributors, plus chains 
Box 712, c/o Harpware Acer, Chestnut & 56th 
Sts., Philadelphia 3 39, Pa. 








Ww AN T AGGRE SSIV Ee INTELLIGENT 
COVERAGE jin Indiana, lower Ohio and Ken- 
tucky? Will represent top hardware-housewares 
line where real results are wanted. Wide con 
tacts with dealers, wholesalers. Box 716, c/o 
HARDWARE AGE, Chestnut & 56th Sts., Philadel- 
phia 39, Pa. 


FLORIDA, CENTRAL “rte SOUTH 
AMERICA, CARIBBEAN AREA Ne operate 
as distributors/representatives for the above areas. 
We are interested in new products and nationally 
advertised lines of hardware. houseware and spe 
cialty products. We buy for our own account 
if business warrants. Our experience based on 25 
years in the area. Bank and commercial refer- 
ences furnished upon request. Charlton Ames, 
Inc., P. O. Box 275, Kendall, Fla. 











INCREASE SALES WIT H PRODUCTIVE 
MANUFACTURERS representative. Desires ad- 
ditional hardware lines for Pennsylvania, South 
Jersey, Maryland and Washington, D. C. Out- 
standing knowledge of wholesale and retail trade 
factors in these markets. Our method of thorough 
coverage will broaden distribution for your prod 
ucts and results in increased sales. Box 828, 
c/o Harpware Ace, Chestnut & 56th Sts., Phila 
delphia 39, Pa. 





NEW ENGLAND STATES: Reputable 
ufacturers Agent seeks one additional line 
has some established volume. Presently 
Wholesale Hardware, Industrial Supply. Con- 
tractor Supply and Plumbing Accounts. We will 
furnish the finest references. Box 829, c/o 
Harpware Ace, Chestnut & 56th Sts., Philadel 
phia 39, Pa. 


Man.- 
that 
selling 





ST. LOUIS AND SURROUNDING AREA: 
Established aggressive manufacturers’ sales rep- 
resentative needs quality lines for Sporting Goods, 
Chain Stores, Premium and Discount Houses. Box 
838, c/o Harpware Ace. Chestnut & 56th Sts., 
Philadelphia 39, Pa 





TOP LEVEL MANUFACTURERS’ AGENT 
interested in major line for six New England 
States. Covers hardware, housewares, automotive 
discount and department stores, chains, dealers. 
jobbers, club plans, supermarkets. Inquiries in- 
vited. Suite 413, 43 Leon St., Boston, Mass 





MIAMI MANUFACTURER SELLING TO 
plumbing, hardware, industrial and electrical job- 
bers interested in warehousing and for selling 
other lines. R.R. siding, new building near air- 
port and expressways. Large jobber pickup _busi- 
ness. Florida Pipe and Nipple Mfg. Co., P. O 
Box 924, Hialeah, Florida. 


MISSOURI, KANSAS, NEBRASKA and 
IOWA: Want non-food specialties to all classes 
of jobbers, distributors and chains. Send com- 
plete information first letter. Samples of reiected 
lines will be promptly returned. Robert E. Brown 
& Assoc., Box 120, Route 2, Blue Springs, Mo. 


HELP WANTED 


WAREHOUSE MANAGER 
LOW COST COOPERATIVE 


Twenty - two-year-old leading conventional 
Chicago based wholesaler of general merchan- 
dise and toys going through conversion process 
to a cooperative or cost plus wholesale job- 
bing operation, seeks an experienced ware- 
house manager familiar with all problems and 
solutions needed to effectively convert our 
conventional wholesale warehousing operation 
to fit our new cost plus distribution program. 
Remuneration commensurate with experience 
and ability. Fringe benefits. Please write and 
give full particulars. All replies will be held 
in the strictest of confidence. 


Box 837, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 














BUSINESS OPPORTUNITIES 


WISH TO BUY 
Hardware store, California or Oregon, 
rural location or town under 10,000. Will 
pay cash to $25,000. If your property 
sounds interesting will see you Septem- 
ber or October. 


j. H. OKERLUND 
1146 Mokapu Blvd., Kailua, Oahu, 





Hawaii 








FLORIDA 


For Sale—Wholesale Hardware—Small, fast growing. 
selling popular priced merchandise to hardware and 
chain stores. Presently over 150 well established ac- 
counts. Geared to do potential $300,000 annual sales. 
For further details write to: 


643, c/o HARDWARE AG 


Box E 
Chestnut & 56th Sts., Philadelphia 39, Pa. 








ARIZONA OPPORTUNITY 


Established hardware business in Casa Grande, 
Arizona (population 10,000), midway between 
Phoenix and Tucson. Selling price; retail in- 
ventory less 33 1/3%. Fixtures and equioment 
thrown in! Your cost: approximately $30,000.00 
buys the business. Owner retiring. Write K. Z. 
Miller, Box 606, Casa Grande, Arizona. 











OWNER RETIRING 


Seek individual to buy outright and 
take over established import and 
merchandising business. Staple 
everyday sundries specialties. Firm 
established over 15 years. Present 
volume substantial, potential and re- 
tail market increasing steadily. Sell- 
ing to chains, mail order firms, job- 
bers, discount houses, retail drug and 
Hardware, etc. Extremely high gross 
profit. Price approximately $55,000. 
80° Cash. Personal appointment will 
he arranged. 


Box 836, c/o HARDWARE AGE 
Chestnut & Séth Sts., Philadelphia 39, Pa. 








FOR SALE—IN FLORIDA 


In one of the fastest growing sections on the 
West Coast, Retail Hardware Business, Build- 
ings and Property, handling general line hard- 
ware, paints, pipe and fittings. Wonderful op- 
portunity to do wholesale and retail busi- 
ness. Address inquiries to 


825, c/o HARDWARE AGE 


Box 
Chestnut & 56th Sts., Philadelphia 397, Pa. 











FOR SALE: Only Hardware Store in South- 
ern Ohio community of 6000. Will net $6,500 
to $7,000 yearly. Excellent opportunity for ex- 
pansion. Low overhead. Stock and fixtures at 
cost. Approx. $15,000. City Hardware, 8 East 
Broadway, Wellston, Ohio. 


HARDWARE PAINT BUSINESS 15 miles 
southwest of Los Angeles, Calif. Good family 
business established 35 years.. $30,000.00 stock, 
fixtures and machinery for $ 00.00 cash. Long 
term low rental lease. Own orced to sell due 
to health and age. Good opportunity to live in 
sunny Southern California. Box 710, c/o Harp- 
— Acre, Chestnut & 56th Sts., Philadelphia 
39, Pa. 


- POSITIONS WANTED 


ADVERTISING EXECUTIVE to put sizzle 
in your 62 sales! Twenty years’ experience get- 
ting the order with successful direct mail and 
trade paper promotions. Veteran adverwriter spe- 
cializing in hard-hitting hard-sell for hard-goods. 
Highly creative, expert in planning, layout, copy, 
statistics, customer and prospect correspondence. 
Box 811, c/o Harpware Ace, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 


EFFICIENT WAREHOUSE AND OPERA- 
TIONS MANAGER, 41, seeks more challenging 
opportunity with Wholesale Firm, where 17 years 
of Hardware Management, Retail and Wholesale, 
can best be utilized. Heavy in Operational Cost 
Control, Personnel, Inventory Control. Will re- 
locate. Complete resume upon request. Box 827, 
c/o Harpware Ace, Chestnut & 56th Sts., Phil- 
adelphia 39, Pa. 











FLORIDA SALESMAN, permanent resident, 
aggressive and productive. Experienced in all 
phases of selling. Desires association with repu- 
table firm. Can open new accounts as well as 
service existing accounts. 40 years of age, mar- 
ried and have an excellent sales record. R. W. 
Hancock, 1921 16th St., N.W., Winter Haven, 
Florida. 





PROFITABLE TURNOVER the answer is 





- 
—_ 





16 sizes of 








our latest addition 


PN-495 featuring 
PUSHNUT FASTENERS 


A FEW OF MANY rather than 


MANY OF A FEW! 


Norwood, Mass. 


for further details write 


SHARON BOLT & SCREW CO. 
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Want more facts? Circle 181, p. 57 
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A new concept 
in mail box styling! 


the new 


FULTON CLASSIC 


Excitingly beautiful... 
Daringly different... 
Strikingly graceful... 


The new Fulton “Classic” 
features a striking geometric 
design that accents the graceful 
cover scallops. It’s simple, 
tailored lines set a new 
standard that compliments any 
style of architecture. Sturdily 
constructed and weather- 
proof, this upright beauty 
comes in five attractive colors 
and five different, exciting 
designs. Suggested retail price of 
$3.98, makes it one of the hottest 


os selling models ever offered. 
Patent Novelty Co. oe Fulton, Ill. 


Want more facts? Circle 182, p. 57 
Kenberry GADGETS BROOM 'N TOOL” 
ARE PROFITABLE gene | email 


Sell Fast, Use 
Little Space 
4 Color Cards 





(oneal 
; 


jarracneo 


BROOM CLIP 


Display as a family of 
gadgets in one place 
on peg boards or coun- 
ter bins for fastest self- 
service sales. Serving 
Tongs in many sizes, 
styles. Cheese slicers. 
Jar Wrencher. Deluxe 
Roast Rack. Skewers in 
all sizes. Lacing Pins. 
Plate Hangers. Potato 
Bake Rack. Broom Clips. 
Food Mixers. Beaters. 
Many other gadgets. 


More than 50 
Kenberry GADGETS 


. PO ODOR BGS 


ane — 


‘CUP RACK SPICE RACK 


JOHN CLARK <r Se ime. 


Ask your jobber ONE MONTGOMERY S rf v} 
or write for list BELLEVILLE 9,N.v. A@70E/7Y GADGETS 


_ Want more facts? Circle 183, p. 57 


ee 





Calbar, 
| Champion Brass Mfg. Co. 
| Champion DeArment Tool Co. 
| Cohn-Hall Marx Co. 





SPEE-D-V V BELTS 
YOU PAY LESS « YOU KEEP MORE «+ EASIER TO SELL 
SPEE-D-V, width and outside length embossed 
on the belt. No code numbers. You just buy and 
sell them—the easier way—BY THE S/IZE—the 
SPEE-D-V way. 
Permanently identified — easier to 
replace worn out V belts. 
Only a permanently identified 
V belt can be fully guaranteed. 
SPEE-D-V Yo% width, from 12” to 38” 


CONSTANT QUALITY (pe width, from 11” to 74” 


FRACTIONAL H-P ”!/22” wiath, trom 23” a ieee 
Vv BELTS 


Also Multiple Spee. D-V’s 
Order through your hardware wholesaler 


DOMINION BELTING CO., P.0. Box 694, Greenville, S.C. 
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Index to Advertisers 


THE ADVERTISERS INDEX is published as a convenience and 
_ hot as a part of the advertising contract. Every care is 
| _ taken to index correctly. No allowance will be made for 
| errors or failure to insert. 


a 


Acme Shear Co. 

Aiax Wire Specialty Co. 

Aluminum Co. of America 
Market Mokers ............. 

American Air Filter Co. 
American Glass Div. 

American Chain Div. 
American Chain & Cable Co. . 

a “eo Telephone & Telegraph 


Oo. 

Classified Tel Dir & Trade 
Androck Products ; 
Animal Trap Co. of America .... 
Arvey Corp. 

R-V-Lite Div. 


B 
Bethlehem Steel Co. 
Brainerd Mfg. 


Brown, Inc. 
Butcher Polish Co. 


Inc. 


Comark Div. 


| Connecticut Valley Mfg. Co. .... 


Corning Glass Works 
Consumer Products Div. 
N. 


| Coughlan Co., 
| Crescent Tool Co. 


D 
Pa 


Disston Div. 

H. K. Porter Co. 
Dominion Belting Co. 
Duro Metal Products Co. 

Indestro Hand Tool Div. 
Dutch Brand Div. 

Johns-Manville ete 
Dykem Co., 


| Ford Motor Co. 
| Fuller Tool Co., 


Galef & Son, 
| Gardex, Inc. 
| General Filters, Inc. 
Graham & Co.., ‘Inc., John H. 
G. W. Griffin Co. rh, 
King Cotton Cordage Div. 


H 


| Hercules Powder Co. 
Hindley Mfg. Co. 
Holub Industries, 
Hoppe, iInc., Frank A. 
Hyde Mfg. Co. 


_ Hlinois Bronze Powder Co., 
| Hlinois Lock Co 
| Indestro Hand Tool Div. 
Duro Metal Products Co. 
International Salt Co., Inc. 


| Kedman Co. . 
| Kerr Wire Products Co. 


L 


Libbey, Owens, Ford Glass Co. 
| Window Glass Div. 


Co. i 
John Clark ......... I 


.. 81-82 


6 


Bait & Marine Products 
113 


99 | Yale & Towne Mfg. Co. 


88-89 Zinsser & Co., 























M 


Marshalltown Trowel Co. 
— Bronze Powder Co.. 
nc. 

McGill Metal Products Co. 
Miller Co., Inc., Robert E. 
Mortell Co., J. W. . ne 
Moto Mower, Inc. ...... 
Mustad & Son, O. 


N 


National Seyret ae 
National Mfg. ss ded 
National Metal Products Co. 
North & Judd Mfg. Co. 


P 


Patent Novelty Co. 
Pearson, Inc., Ben 
Pennsylvania Saw Corp. 
Peters Cartridge Div. 
Arms Co. 
E. |. DuPont de Nemours & Co. 
Phillips Chemical Co. 
Pioneer Gen-E-Motor Corp. 
Porter Co., H. K. 
Disston Div. 
Precision Lock Mfg. Co.., 


Remington 


Radiator Specialty Co. 
Red Devil Tools 
Ridge Tool Co. 


‘Sharon Bolt & Screw Co. 


Sheffield Bronze Paint Corp. 

Sheffield Hardware Co. 
Rol-O-Valve Sales 

Smith-Gates Corp. 

Southern Screw Co. 

Star Key & Lock Mfg. Co. 

Sterling Faucet Co. 


| Superior Fastener Co. 


Tate Co., 
Thompson Co.., 
Tier-Rack Corp. 

Toastmaster Products 
McGraw-Edison Co. 
Toledo Pipe Threading Machine 

Co. 
Travco Plastics Co., 
Turnbuckles, Inc. 


Union Fork & Hoe Co. 
Union Steel Chest Corp. 
United States Graphite Co. 
Universal Mfg. Co 


Washburn Co. ... 
Wear-Ever Aluminum, 
Weller Electric Corp. 
Wessel Hardware Corp. .......-. 
Westinghouse Electric Corp. 
Lamp Div. 
Wiegand Co., Edwin L. 
Woodhill Chemical Co. 


Inc. 


Y 


Lock & Hardware Div. 


Z 
Wm. 








THE BIG NAME 


Cup) ago SELL Zaeytoe Duck Decoys 


GUN CLEANING ESSENTIALS 
THAT CUSTOMERS ASK FOR 


Display = 
then for 
Fast Sales! 


Wherever guns are used, 

Hoppe’s products - in de- | 

mand! Millions of gunners oma 7 

and gun fanciers look to Kean \ _ Ask your jobber about 
Hoppe’s for gun protection. (Mie @Ne\ | Dayton FEATHER-LITE 
And consistent national ad- % 


vertising keeps Hoppe the ; “Reh , | DUCK DECOYS, TODAY. 


BIG name in gun cleaning. jeu | DAYTON’S FEATHER-LITE DUCK 
Put Hoppe’s Products on game : | DECOYS are authentic reproduc- 
your counter and watch ily 4 ?.4 tions of each duck species in 
them sell on sight! nature’s form and coloring. 


Made of tough, weather resistant 
Tenite Il. 
wi ie a - : | Permanent coloring—guarantees sh 
eae — a | your customer years of good Shipping carton makes 
i é a Coie NopPES hunting. attractive floor display... 


FRANK A. HOPPE, INC. DregVone BAIT AND MARINE PRODUCTS CO. 


2314A N. 8TH STREET + PHILADELPHIA, PA. 2701 S. Dixie Drive— Dayton 9, Ohio 
in Canada: 11580 Poincare St., Montreal 12, Quebec 
Want more facts? Circle 187, p. 57 


NEW. . . FOR ALL KINDS OF WALLS 
CHANGES tiew protucs and now | or ) 


trade names are constantly being added to the 

listings for the next Directory Number of HARD- |. |e 

WARE AGE ° Therefore, if you do not find in the 3 d i 3 PLASTIC SCREW 

current issue of the Directory Number the prod- | | : AN  @ Hi O Fe 

uct you are interested in, write to the “Who | | & i PACKAGED TO SELL— SELF-SERVICE 

Makes It” Editor. 5 A 3 f) W A RE AG r | & CARDS, KITS OR CARTONS! 

He'll be glad to | 4 } This is a quality anchor that sells on 

Chestnut & 56th Sts. - = sight . . . a good repeater. The only 

Philadelphia 39, Pa. | |. plastic screw anchor with toggle-bolt 
| action. No special tools required! 
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serve you. 











Nationally advertised 
BIG SELLER 


ation ~~ 


ONE SIZE WALLY 
AND EYES Fits in 4" hole. 
Handles screw sizes 
No. 6 thru No. 10. 





NAME 





FIRM 





EASY TO USE... STREET 





CITY STATE 


U Low IN COST 
s 
/ snantdia ae anes HOLUB INDUSTRIES, Inc. 


TRADE MARK REG 


E. H. TATE CO. © 251 CAUSEWAY ST. © BOSTON, MASS. 463 ELM STREET © SYCAMORE, ILL. 
Want more facts? Circle 186, p. 57 Want more facts? Circle 188, p. 57 
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TRAVCO offers SUC- [+ if, .VCAUS Ac 

CESSFUL IMPULSE | °°*™ wee? i A RUG SAVERS 

SELLERS — Staple | (Part of the most com- 
plete floor protector 

hardware and house 


Y tine) 


wares attractively ee Ask your distributer 
a / bubble packed for Gab. ‘ae «=6about TRAVCO’s profit — 
EAST 46th STREET 7 ._-_. , 
'=1,4010),.4 4) eee) ba ee ee) 





— 
———— 





profit - profit - profit line, 


the Housewife and or write for free catalog. 


ORK dale Ole bemacliia tiie 


Want more facts? Circle 190, p. 57 




















eal 


OVER-THE-DOO DON'T MISS THE 
GARMENT HANGERS 





BUYING CHECK LIST 


g 
i WAROWARE. SINCE 1072 ON PAGE 54 


E. H. TATE CO. © 251 CAUSEWAY ST. « BOSTON, MASS. 
Want more facts? Circle 191, p. 57 


“PENN STATE” 


SAWS 


PENNSYLVANIA SAW CORPORATION YORK, PA. 





























y 
-coler . 8 Sizes, 
", %”, 1”, 11/16", 1%", 1%". 


PROMPT SHIPMENT (222 
Ask your jobber, if he is not supplied, writ 
ROBERT E. MILLER & CO., INC., 


35 Pearl St.. New York 4. N. Y. 
Want more facts? Circle 193, p. 57 
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114 © HARDWARE ACE, August 24, 1961 





the odds are 4 a now... 


you'll sell more 


CHANNELLOCKS 


Your CHANNELLOCK sales 
opportunities are better 
than ever... 5 times bet- 
ter. Here's why. Now you 
can offer your customers 
their choice of 5 distinct 
sizes of CHANNELLOCK 
Pliers. The wider their 
choice, the surer your sale! 
Best of all, each member 
of the CHANNELLOCK five- 
some is an established 
fast-seller .. . hundreds of 
thousands of them are sold 
every year. Show ‘em all 
five ... and you'll sell all 
five. 
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No. 426 
No. 430 Pocket 


Big Champ Size 





‘JTUNAgVIA 


Napaned NOIdNVHD 





No. 448 
Grip- Master 





No. 420 
Multi-Purpose 








